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Rough Proofs 


Comic strips in the ads have one 
thing in common with comic strips 
“elsewhere: they are very seldom 
comical. 

vv¥$sey’ 


Advertisers are not the only ones 
who get serious about comics, since 
they deal usually with murder, bat- 
tle and sudden death. The hilarity 
is tremendous. 


7 ¥ F 


Whisky ads now have to be ap- 
proved by the code authority before 
publication. Maybe the c.a. should 
be asked to approve the whisky, 
too. 

~ FY F 


F. R. Coutant believes that copy 
should be tested by at least two 
different methods. And if the re- 
sults don’t agree, maybe you could 
use tea-leaves. 


vw © 


It’s easy to understand why ad- 
vertisers generally aren’t to be al- 
lowed to use President Roosevelt’s 
photograph. Advertising Manager 
Farley naturally wants to use the 
picture exclusively in his own cam- 
paign. 

a 

“Rely on your brakes instead of 
your horn,” advises Thermoid. But 
this doesn’t cover the case of the 
young man who summons his girl 
friend by substituting the labor-sav- 
ing device of horn-honking for bell- 
ringing. 

vv¥sy’ 


An enlarged advertising campaign 
on a cough remedy for horses is re- 
ported in the veracious columns of 
ADVERTISING AGE. This may suggest 
a brand-new market for Old Gold. 


, VF 


They are trying to find the orig- 
inal “sherry girl’ whose picture is 
used in the Williams & Humbert 
ads. Her disappearance, it is hoped, 
had nothing to do with too great 
enthusiasm for the product. 


7, = F 


Gen. Dawes announces that the 
recovery of the capital goods indus- 
tries will be a reality in June. Three 
cheers—prosperity is just around 
the corner again. 


vvy 


Montgomery Ward is to broadcast 
a dramatization of the familiar 
Bible stories. Some radio sound-ef- 
fects man is going to have a lot of 
fun when the children of Israel go 
swooshing through the Red Sea. 


7 3 F 


The depression must be _ over. 
Even the owners of securities are 
coming out of hiding and beginning 
to talk back. 

7 + F 


Now that Gen. Johnson has got a 
few ideas on the subject of the NRA 
off his chest, Donald Richberg is 
sleeping soundly again. 


¥ V 


Napoleon’s love letters are the big 
excitement in the newspaper syndi- 
cate field. They will prove that 
when it came to the ladies, the lit- 
tle corporal never met his Water- 
loo. 

eV F 
Mr. Hauptmann hopes to be able 


to prove that he’s the sort of fellow 
who never answers advertisements. 


Copy Cus. 


LARGER BUYING 
POWER SEEN AT 
N.Y.AUTO SHOW 


Rebirth in Sight for Speci- 
fications Copy 


New York, Jan. 10.—The increase 
in buying power is being strikingly 
demonstrated at the automobile 
show here this week. Police offi- 
cials requested show authorities to 
open the exhibition a half-hour early 
on the opening day in order to clear 
the adjacent area of the huge crowd 
which had tied up traffic. 

Daily attendance figures indicate 
that the total for the week will be 
near or above the record. Exhibi- 
tors queried at the close of the 
second full business day of the show 
reported sales running from 200 to 
400 per cent ahead of last year. 

The volume and character of 
show advertising reflected the con- 
fidence felt by the industry, which 
enjoyed a 45 per cent gain in vol- 
ume last year. The increased vol- 
ume of magazine copy timed to ap- 
pear just before and during show 
week was particularly noticeable. 

There are numerous indications 
that the forthcoming year will wit- 
ness a return to the specifications 
advertising of the industry’s earlier 
years. The vast number of im- 
provements made by every manu- 
facturer and the inability of any 
one of them to reserve an outstand- 
ing improvement for private exploi- 
tation has set the ball in motion, 
and the advertising competition for 
this year’s richer prizes is expected 
to develop the trend. 


Interest in Mechanics 


That the public will be receptive 
to copy containing many thousands 
of words of specifications, illustrated 
with numerous small drawings from 
the drafting room, is evident from 
the interest displayed in cutaway 
chassis exhibits and working mod- 
els of various car parts, which out- 
pulled the shiny new models them- 
selves in drawing power. Even the 
women folks eyed the mechanical 
exhibits with an understanding air, 
calculated to impress their escorts, 
before moving on to try out the 
cushions. 

The return to the advertising 
arena of manufacturers of parts and 
accessories in greater force than at 
any time since 1929 will also serve 
to draw attention to specifications 
and completeness of equipment as 
reported in car copy. The advertis- 
ing of the 50 exhibitors of parts 
and accessories bulked conspicu- 
ously in the automotive lineage for 
the week. 

There are 25 domestic passenger 
car exhibitors and three foreign 
makers have models on display. The 
latter group includes the English S. 
S. and M. G. Midget and the French 
Bugatti. Their distributors did not 
support their displays with adver- 
tising, but their participation in the 
show for the first time announced 
the intention to invade the Ameri- 
can market. 

One of the show surprises was a 
new Willys-Overland model, the 77, 
with a $395 base price. No adver- 
tising on this make has appeared 
so far. 

The large amount of space de- 


(Continued on Page 29, Col. 2) 


New Copeland Bil Would 
Govern Food, Drug Copy 


Imprisonment and Fine 
Penalty for False 
Advertising 


Washington, D. C., Jan. 10.—A 
new bill to regulate the advertising, 
merchandising and labeling of foods, 
drugs and cosmetics has been intro- 
duced in the Senate by Dr. Royal 
S. Copeland, senator from New 
York, and former health commis- 
sioner of New York City. 

Labeled as the “Federal Food, 
Drugs and Cosmetics Act,’ Senate 
Bill No. 5, the Copeland measure, 
bristles with penalties to be in- 
flicted on advertisers who violate its 
provisions. For a first offense of 
false advertising, the sponsor is 
subject to imprisonment for one 
year and a fine of from $100 to $1,- 
000. If his action was “willful,” the 
minimum fine is $1,000, with a 
maximum of $10,000. 

The advertising agency or medium 
which aids in the dissemination of 
the information held to be contrary 
to the proposed law escapes with- 
out penalty if it cooperates with the 
Secretary of Agriculture by giving 
the name and address of the adver- 
tiser on demand. In the case of 
foreign advertisers, the publisher 
must secure a statement from a rep- 
resentative in this country that he 
accepts full responsibility. 


Referred to Commerce Group 


Senate Bill No. 5 has been re- 
ferred to the committee on com- 
merce, of which Senator Copeland 
is a member. No date has been set 
for hearings. If passed, the act will 
become effective one year from date 
of approval. 

The Dill contains the following 
high lights: 

1. Defines advertisements as “all 
representations of fact or opinion 
disseminated in any manner or by 
any means other than labeling.” 

2. Provides that scientific opinion 


SUBMITS NEW FOOD AND DRUGS BILL 


eland (right), whose new food and drugs bill has 


Senator Royal S. Co 


just been introduced, looks over a few bottles with W. P. 


ampbell, 


chief of the food and drug administration. 


must sustain any claim made in an 
advertisement. 

3. Prohibits advertisers  inter- 
ested in the sale of foods, drugs or 
cosmetics from’ serving on the Com- 
mittee on Public Health to be estab- 
lished in cooperation with the Com- 
mittee on Food Standards. 

4. Provides for appointment of 
advertising agencies as members of 
advisory committees by the Secre- 
tary of Agriculture to aid in secur- 
ing compliance with the act. The 
agencies are referred to as “dis- 
seminators of advertising.” 

5. Provides for self-regulation of 
advertising practices under author- 
ization by the Secretary of Agricul- 
ture. 

6. Places liability for false ad- 
vertising “upon the manufacturer, 
packer, distributor, or seller who 
caused its dissemination.” 

The bill contains all-inclusive pro- 
visions on labeling, which is defined 
as not only labels, but “other writ- 


Last Minute News Flashes 


New Agency for Mohawk Carpet Mills 
Amsterdam, N. Y., Jan. 11—Mohawk Carpet Mills, Inc., has placed its 
account with Blackett-Sample-Hummert, Inc. Duane Jones, of the agency’s 
New York office, is the account executive. 


‘‘Phantom Shopper’’ Features Durkee Program 

Elmhurst, N. Y., Jan. 11—The new “Phantom Shopper” campaign of 
Durkee Famous Foods which made its initial appearance on WGN, Chicago, 
this week, will be extended to a hookup of nine stations Jan. 21, with WGN 
as key. Pat Manners and a cast of six will appear every other morning 


on the program. 


The “Phantom Shopper” theme will also be featured in Durkee news- 
paper advertising scheduled to start next month. The campaign is being 
placed by C. Wendel Muench & Co., Chicago. 


Capper Would Bar Interstate Liquor Copy 
Washington, D. C., Jan. 11.—Interstate liquor advertising would be 
illegal under the terms of a bill introduced in the Senate yesterday by 


Arthur S. Capper, Kansas publisher. 


It restricts distribution of any pe- 


riodical carrying such advertising to the state in which it is published. 
The bill also prohibits use of the mails for solicitation of liquor orders. 


Lewis Gets Minneapolis-Honeywell Account 
Minneapolis, Minn., Jan. 11.—The entire advertising account of Min- 
neapolis-Honeywell Regulator Company has been placed with Addison 
Lewis & Associates, Minneapolis agency. 


ten, printed and graphic matter, in 
any form whatsoever, accompanying 
any food, drug or cosmetic.” 


Defines Foods 


Chapter III of the bill defines 
adulterated food and includes in this 
category any food to which “any 
substance has been added so as to 
increase its bulk or weight, or re- 
duce its quantity or strength, or cre- 
ate a deceptive appearance.” Con- 
fectionery, ice cream and chewing 
gum are mentioned in this chapter. 

The label of an imitation must 
state the name of the food imitated, 
this chapter also rules. The label 
must also indicate the name and 
address of the manufacturer or dis- 
tributor. 

The bill establishes “standards of 
identity” in connection with foods 
and their labeling and empowers the 
Secretary of Agriculture to act. 

The much disputed right to put 
factories under permit is arrogated 
to the administrafive authority in 
the bill as an aid to secure com- 
Pliance with the proposed regula- 
tions. 

Chapter VI, “False Advertise- 
ment,” provides that “an advertise- 
ment of a food, drug or cosmetic 
shall be deemed to be false if it is 
false or misleading in any particular 
relevant to the purposes of this act. 
Any representation concerning any 
effect of a drug shall be deemed to 
be false if in every particular such 
representation is not sustained by 
demonstrable scientific facts or sub- 
stantial medical opinion.” 

It makes unlawful advertising of- 
fering for sale in interstate com- 


(Continued on Page 28, Col. 2) 
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ADVERTISING AGE 


January 12, 1935 


CANTOR SERIES 
TO FEATURE NEW 
PEBECO PRODUCT 


Comedian Biven Chance to 
Build Own Program 


New York, Jan. 9.—A new denti- 
frice will be launched soon by Peb- 
eco, Inc., the first general advertis- 
ing for which will be a half-hour 
show featuring Eddie Cantor over 
47 stations of the Columbia Broad- 
casting System Sundays at 8 p. m. 
EST, beginning Feb. 3. 

The company’s introduction of the 
new product to the trade features 
the comedian, who was signed up 
several months ago with provision 
that he will be allowed to put into 
effect his own ideas on radio sell- 
ing and how to conduct a program 
to this end. In addition to the ra- 
dio advertising, there will be some 
in publications. 

Three innovations in the product 


are to be featured. The first is its 
possession of a new whitening agent 
which whitens teeth faster. Next is 
an antiseptic said to sweeten the 
breath and purify the mouth in a 
superlative way. The third is in- 
clusion of milk of magnesia, coun- 
teracting acid in the mouth. 

In starting the new series, Eddie 
Cantor realizes one of his long 
cherished ambitions, that of putting 
on his own program. He has been 
given a free hand by the advertiser 
and the agency, Lennen & Mitchell, 
Inc., and has selected his own tal- 
ent, which includes Rubinoff. 

At present, he is on the way back 
from Europe, where he visited Mus- 
solini at Rome and later journeyed 
through France to London. Gone a 
month, he will return next week 
from his first long vacation, it is 
said, in 15 years. 


A Few Problems 

One of the matters to be settled 
on his return is the inclusion in the 
program of a juvenile feature, a 
“magic clock,” which is one of his 
ideas to improve the sales ability 
of radio advertising. Another point 
to be decided is the extent to which 
the older Pebeco products will be 
promoted in the broadcasts. 

Offered in a 25-cent tube, the new 
toothpaste will be marked “new” 
both on tube and outer package. 


The older paste will be labeled 
“regular” and will remain. on the 
market. This, too, is offered in the 
25-cent size, the price having been 
reduced not a great while ago. The 
other Pebeco dentifrice is a tooth 
powder, introduced to the public 
with national advertising last fall. 

In merchandising the product, the 
company has made effective use of 
the Cantor personality, and will do 
so with a strong point of sale cam- 
paign including window stickers and 
counter cards. In trade paper ad- 
vertising, he is quoted, giving the 
drug store a strong but kindly slap 
on the back. The following is typ- 
ical of the mood adopted: 

“When I was a kid,” he is quoted, 
“just plain Kid Cantor, I always got 
a great kick out of drug stores. The 
odors of mysterious drugs, the huge 
urns of colored water so fascinated 
me that right then in the corner 
drug store I achieved my famous 
wide-eyed expression and _  conse- 
quently always had an ambition to 
repay the drug store.” 

When offered the job of being 
Pebeco’s “head salesman,” he went 
on, he snapped up the job. “The 
new Pebeco toothpaste,” he contin- 
ued, “is a great toothpaste, in fact 
the only toothpaste that pleases all 
seven of my family ... and seven 
Cantors can’t be wrong.” 


1 out or 8 cuarcep 


to Atlantic SUBSCRIBERS 


subscribers were responsible for more than 12% of the charge 
account volume in Shreve, Crump & Low. This is exclusive of 
the substantial bonus from Atlantic’s healthy news-stand sales. 
And in addition, Atlantic subscribers charged twice as much per 
customer as the store average. Once more it is proved by actual: 
check that The Atlantic Monthly, with its low page rate, reaches 
more important people for less money than any other publica- 
tion. Once more it is proved that the Atlantic belongs at the 


head of the list for all advertisers who sell quality merchandise 


In 1933 — dark year in the retail jewelry business — Atlantic 


—from automobiles to oil furnaces. 


BOSTON * NEW YORE 


* CHICAGO + 


LOS ANGELES + 


Shreve, Crump & Low, New England's 
leading jeweler, recognized for genera- 
tions as the place to go for quality mer- 
chandise. 
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“Atlantic Monthly 


MOST QUOTED PERIODICAL IN AMERICA 


SAN FRANCISCO 


1934 MAGAZINE 
LINEAGE JUMPS 
26” OVER 1933 


Record of 97 Publications 
Is Analyzed 


Chicago, Jan. 11—A gain of 25.9 
per cent in total advertising lineage 
carried by 97 national magazines 
during 1934, as compared with 1933, 
is shown by ADVERTISING AGE’s an- 
alysis of lineage figures for these 
publications released by the Adver- 
tising Record Company today. 

The analysis, which includes only 
those publications whose advertis- 
ing lineage has been checked com- 
pletely by the Advertising Record 
Company for both 1933 and 1934, 
indicates that lineage gains were 
distributed fairly well among all 
types of magazines, with the excep- 
tion of those in the standard group, 
which showed only a small gain for 
the year. 

In this first group, eight publica- 
tions carried a total of 501,761 
lines in 1934 and 497,200 lines in 
1933, a gain of 4,561 lines or about 
nine-tenths of one per cent. 

In the general group, 37 maga- 
zines carried 5,990,087 lines of ad- 
vertising in 1934, compared with 
4,453,884 in 1933, for a gain of 
1,536,203 lines or 34.5 per cent. This 
is the largest comparative gain 
shown by any magazine group for 
the year. 

Twenty-three women’s magazines 
totalled 6,031,041 lines of advertis- 
ing in 1934, as against 5,035,919 in 
the previous year, a gain of 995,122 
lines, or 19.8 per cent. 


Other Classifications 


Seven outdoor publications car- 
ried 652,748 lines of advertising in 
1934, against 556,224 lines in 1933, 
a gain of 96,524 lines, or 17.4 per 
cent. 

In the mail order group the 12 
papers measured carried 656,231 
lines in 1934 and 523,146 lines in 
1933, a gain of 133,085 lines, or 25.4 
per cent. 

The ten weeklies and semi-week- 
lies measured carried 6,995,823 lines 
last year and 5,475,723 lines in 
1933. This is a gain of 1,520,100 
lines, or about 27.8 per cent. 

Individual figures for all of the 


‘|| publications measured are given in 


the tabulation which follows: 
Standard 


1934 1933 
American Mercury.. 39,537 34,034 
Atlantic Monthly.... 78,416 82,510 
Current History ... 29,061 30,022 
Forum and Century. 54,133 59,329 
Golden Book ...... 35,320 32,749 
Harpers Magazine.. 110,464 105,445 
Review of Reviews. 74,647 77,546 
BOPIWROTS cicesssece 80,183 75,565 

Total group ...... 501,761 497,200 

General 
AMOPICAN 2 oc ccccecs 234,249 210,530 
American Boy ..... 87,173 78,446 
American Golfer ... 136,827 84,568 
American Home .... 146,473 75,317 
Arts and Decoration 85,260 75,701 
a tere 36,912 29,308 
Better Homes & 

RPE. ccc cosas 177,937 147,642 
TOPE TEMES oo cccsscs 119,488 106,938 
Rte PMED secsssccs 58,238 54,570 
Christian Herald ... 105,765 113,203 
College Humor .... 113,893 57,372 
Cosmopolitan ...... 321,289 261,225 
Country iife ......+ 206,584 159,593 
MOEN 5.0666 605095% 2208,092 86,720 
ye eer 791,185 361,267 
Graduate Group .... 20,598 »* 12,438 
House Beautiful 

(combined with 

Home & Field)... 249,235 117,366 


1934 1933 
House & Garden.... 341,255 230,350 
ee Bee 111,760 126,673 
SD wuucciatacbeoce 60,194 54,098 

>. a¢seneaee kanes 119,184 77,178 
Modern Mechanix .. 133,529 87,262 
Motion Picture Unit. 157,505 161,591 
National Geographic 7,384 66,675 
Nation’s Business .. 205,243 164,783 
Open Road for Boys’ 55,016 73,107 
ae 172,408 168,465 
Physical Culture ... 116,065 107,142 
Popular Mechanics.. 160,861 138,094 
Popular Science 

CO REO 155,422 111,517 
EP ere 198,960 151,605 
Scientific American. 28,896 33,949 
a 111,023 96,736 
Shadoplay ......... 129,958 482,501 
Silver Screen ...... 110,447 87,160 
Sportsman ......... 208,621 134,768 
th stsenkevess Ss 278,724 219,169 
OO! Sree 80,086 69,065 
True Detective Mys- 

PR vis na 0+ 4haan 37,861 28,064 
Wee PO cc cccsce 282,430 178,321 

Total group ..... 6,342,030 4,600,477 

Women’s 
DeMMOGEOP occccccce 288,351 310,747 
Farmer’s Wife ..... 119,385 110,135 
Good Housekeeping. 542,835 476,274 
Harper’s Bazaar ... 690,710 485,906 
eS 135,169 97,493 
ee Berra eee 95,299 61,182 
Household Magazine 153,619 126,837 
Junior League Maga- 

i cesses wanes 76,699 58,632 
Ladies’ Home Jour- 

Pt ntibeecebed ees 542,787 520,664 
eer rere 526,340 482,726 
Modern Magazines.. 168,144 119,481 
Needlecraft ........ 55,538 49,453 
Parents’ Magazine.. 194,988 155,240 
Pictorial Review.... 173,210 177,901 
Screen Book ....... 105,386 74,583 
Goreen Piay ..cccces 113,037 73,786 
Tower Magazines... 152,827 148,359 
True Confessions... 106,995 85,874 
True Romances..... 105,427 69,339 
yoy oy eee eee 240,385 211,132 
RE <5. W539 60 oe 60k 000 862,667 604,088 
Woman’s Home Com- 

PEC 505,095 470,806 
Woman’s World.... 76,148 65,281 

TPotal SFOUP 2.00% 6,031,041 5,035,919 

Outdoor 
Field and Stream... 140,273 110,691 
Fur-Fish-Game .... 79,566 68,776 
Hunter-Trader- 

BEOMOOP 260060066 77,219 75,958 
Hunting and Fishing 81,480 64,806 
National Sportsman. 92,543 78,969 
ee, ere 65,289 528,089 
Outdoor Life ....... 96,050 75,381 
Sports Afield ...... 85,617 81,643 

Total SOUP ...... 718,037 584,313 

Mail Order 
0 rere 68,165 62,591 
Gentlewoman ...... 48,093 42,526 
Good Stories ....... 48,450 38,625 
RR er 235,981 184,156 
Home Circle ....... 33,601 29,332 
Home Friend ...... 29,244 19,829 
Household Manage- 

ment Journal..... 14,902 18,010 
Illustrated Mechanics 24,540 17,079 
POET Tee 20,507 18,678 
Mother’s-Home Life. 36,401 12,792 
ig aoe 82,356 65,401 
Sovereign Visitor... 13,991 14,127 

Total group ..... 656,231 523,146 

Weeklies & *Semi- 

Monthlies 

American Weekly... 740,021 704,396 
Business Week ..... 262,471 195,489 
Aer 850,234 685,220 
PE 5.4.5.0:5-0.05 6 >5'9 126,710 110,858 
a ee ee 284,673 222,817 
Literary Digest .... 330,936 300,741 
Meow Torker? .....+. 1,223,737 830,391 
Saturday Evening 

eT rere 1,736,498 1,400,607 
eer ee 1,036,455 710,244 
*Town & Country... 404,088 314,960 

Total SFOS <.scce 6,995,823 5,475,723 


1Total for four months. 
2Total for ten months. 
8October issue only. 
‘Total for seven months. 
‘Total for ten months. 


Stylist Named Manager 


Margaret Evans, stylist of A. Har- 
ris & Co., Dallas, Tex., for many 
years, has been appointed advertis- 
ing manager. Mrs. Evans is the first 
woman to be a director of the Dallas 
Advertising League. She has special- 
ized in department store merchandis- 
ing. 


To Advertise Turkeys 


Members of the Connecticut Tur- 
key Growers’ Association are cooper- 
ating in plans for a campaign to 
advertise and merchandise turkeys 
throughout New England, it is re- 
ported. 


Comics—the kind of advertising that 
starts buying habits, especially in 


Metropolitan: 


Baltimore Sun — Boston Globe — Buffale 
Times—Chi Tribuae—Cleveland Plain 
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ADVERTISING AGE 3 
66k 5 oii ein eee NBC 
Baltimore .......... NBC 
Birmingham......... CBS 
No a5 4 chee mane CBS 
SE. -c ce45402040 CBS 
Bridgeport .......... CBS 
New Haven .......... CBS 
PED cdugivdeconneall NBC 
WGAR......: Cleveland ........... NBC 
I c:aunddess owl NBC 
ere CBS 
dain obo eer NBC 
Fort Worth....... ..-NBC 
Hot Springs......... NBC 
ION si o's s dKtean NBC 
Indianapolis ......... CBS 
Kansas City.......... NBC 
Los Angeles ......... NBC 
des Anpiiies 3:65.06 NBC 
Lae oc oes ivuee CBS 
EP oe YN 
EE 64 tas veo wae ean NBC 
Milwaukee .......... NBC 
PRES kéShnsccton NBC 
ees New Orleans.........NBC 
DEE. i odaseounme NBC 
We don’t tell anything to all the girls, Gracie. We setae NE 2's “snes nated 
. reer ae ere NBC 
don’t know all the girls. WEAN....... Providence ......... CBS 
ee eS eee NBC 
But here’s a list of stations, Gracie, and they sure tell a0 FO eRe ONY o> f «+8 - 
| ee San Antonio......... NBC 
plenty to all the girls. *KOMO....... ee eee. NBC 
were? ee NBC 
They tell ’°em what soap is best for faces and under- ea TNO oso snes ned 
a PROMS onc sisieckar NBC 
things; what to feed Willie and Mary and Towser and *KGA......... Settheieeis.3cccut NBC 
even Mr. Jones. WMAS...... Springfield .......... CBS 
WDAE....... aor CBS 
These stations, Gracie, tell millions of girls how to have KVOO....... Tulsa... 50-0 eeeees NBC 
Bianca Whe 6 vickevcavcdet CBS 
lovely skins, what’s good for a headache or cold and the 
kind of gas that makes the family buggy kick up its heels. ALSO 
THE YANKEE NETWORK 


The girls must love it, Gracie, because they buy the things 
these stations tell them about. And that’s probably why 
you'll find these stations on the lists of the country’s 


most successful Spot Broadcasting campaigns. 


THE TEXAS QUALITY GROUP 
THE NORTHWEST TRIANGLE 


“Indicates stations located in same city under 


same management, 


Represented throughout the United States by 


EDWARD PETRY & COMPANY, INC. 
NEW YORK ¢ CHICAGO -e _ DETROIT 


SAN FRANCISCO 
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MAJORITY ASKS 
ACTION TOWARD 
CLEANSING COPY 


Call Improved Quality the 
First Essential 


New York, Jan. 10.—The move- 
ment to regulate advertising from 
within is rapidly gathering momen- 
tum, expressions received by the 
Advertising Federation of America 
indicate. 

About three-fourths of the corre- 
spondents asked for suggestions as 
to the best means of re-educating 
the public on the subject of adver- 
tising have pointed out that the 
most important single step is to 
improve the quality of advertising, 
either by educating advertisers 
whose copy is objectionable or by 
setting up an adequate system of 
self-regulation. 

“It seems to me that we have a 


long job ahead of us and that it 


falls in two parts,” said Stuart Pea- 
body, The Borden Company, who 
is chairman of the board of the 
Association of National Advertisers. 

“The first is to clean up advertis- 
ing so that by its own testimony it 
will not lend weight to the accusa- 
tions of the professional agitators, 
and the second is to educate the 
public as to the fundamental bene- 
fits of advertising as a business 
force. 

“The activities of all who are in- 
terested in advertising should be 
diligently and _ sincerely devoted 
to the accomplishment of these two 
objectives.” 

George F. Milton, president of the 
Chattanooga News, also urged the 
purging of objectionable copy, point- 
ing out that much improvement 
might be obtained by shifting the 
focus from an emotional to an in- 
tellectual appeal. Educational: ac- 
tivities, he suggested, might be 
directed toward familiarizing con- 
sumers with price reductions made 
possible through advertising, citing 
actual instances of savings. 

Louis Wiley, of the New York 
Times, is one of those who do not 
approve an educational drive of 
some kind, to follow, or to be ac- 
companied by the institution of a 
system of self-regulation. 


“Any organized campaign of 


propaganda in defense of advertis- 
ing,” said Mr. Wiley, “might so 
easily be misdirected and do more 
harm than good that I am doubtful 
of the wisdom of initiating a nation- 
wide program of this sort. 

“Advertising needs no defense. 
Confidence in advertising will be 
built more surely as a result of the 
wise use of space and the careful 
scrutiny of copy than by any orga- 
nized propaganda.” 

Other correspondents who. ob- 
jected to advertising of advertise- 
ments to consumers suggested that 
educational activity be concentrated 
on management to the end that 
heads of large corporations be im- 
pressed not only with the impor- 
tance of advertising but with the 
necessity for vetoing any copy 
which might provoke criticism. In 
this connection, the use of business 
and class publications, direct mail 
and personal contacts was advised. 


Favors Self-Regulations 


After pointing out the progress 
leading stations have made in elim- 
inating objectionable advertising, 
Harry C. Wilder, president of 
WSYR, Syracuse, commented: 

“Unless there is some uniform ac- 
tivity in this direction, we have 
simply got to expect the public to 
lose confidence in advertising gen- 


You Have to Have’ It 
Before You Can" Ta4e’ It 


Indianapolis always has “taken” panics and 


eS 
To a New High 


News circulation in 1934 aver- 
aged 145,052. This the 
largest daily circulation ever 


is 


attained by any newspaper 
in Indiana. 


depressions in its stride. 


Probably no other 


metropolitan city has ridden through the 


trouble years with less jar than has Indian- 


apolis. 


With income nicely balanced be- 


tween farming and manufacturing ... with 


many factories actually increasing produc- 


tion since 1929, Indianapolis “took” the blows 


of the depression and has ridden on. 


“he \ndianapotis News 


SELLS THE INDIANAPOLIS RADIUS 


New York: 
Dan A. Carroll, 110 E. 42nd St. 


Chicago: 


J. E. Lutz, 180 N. Michigan Ave. 


ATMOSPHERE 


FLAT oat cakes:make'sticky mushy onappetizing 
oatmeal. 


Alexander Hornby. discovering this fifty years ago, 
invented H-O Oats. . 
The H-O kind are pan toasted over’ live: coals — 
making them cup-shaped. not flat. 

And that’s why they never mosh up ia the cooking: 
It’s a costly old-fashioned procedure. this oo | 
method, but it pops out the full rich flavor of each, 
tasty kernel. 

Your family will refish a bowl of this wholesome 
oat food: cither:the “Quick Cooking” or.the 
“Old Style.” 

We thank you. 


There's plenty of old-time flavor to 

the current newspaper advertising 

of H-O oats, now appearing in 
several markets. 


erally. You can count on us for any 
cooperation within reason.” 

The reply of Eugene Meyer, pub- 
lisher, Washington Post, was rep- 
resentative of the viewpoint of 
many newspaper publishers, who 
believe publishers should raise 
copy standards. Mr. Meyer also did 
not endorse an education campaign 
directed to consumers. 

“I find it easy to agree with the 
thought that advertising copy 
should be clean, intelligent and 
truthful,” he said. “It seems to me 
obvious that every reasonable effort 
should be made toward this end. 

“In the last analysis, if the lead- 
ers in advertising thought and the 
large users of space would set the 
pace in this direction, I think it 
would do much to insure this de- 
sired result.” 

Representatives of the outdoor 
advertising industry generally take 
the position that the responsibility 
for preventing destructive advertis- 
ing from meeting the eye and ear 
of the consumer rests squarely on 
the shoulders of the medium pro- 
prietors. 

“If there could be a plan to have 
advertising censured before it ap- 
pears, it would go a long way toward 
bringing confidence in advertising,” 
said Martin T. Price, president, 
Savannah Poster Advertising Serv- 
ice, Savannah, Ga. 


Wants Complete Discussion 


“If truth in advertising could be 
enforced in all mediums, advertis- 
ing could not be criticized. I be- 
lieve we have a medium that is in 
better shape in the way of truth in 
advertising than any other, as we 
have a censure committee that 
passes on all copy before it is litho- 
graphed and objectionable copy is 
not permitted on the panels of 
plants which belong to any member 
of our association.” 

There was a decided tendency on 
the part of correspondents who had 
expressed themselves on the sub- 
ject of self-regulation to refuse pub- 
lication of their remarks. A. O. 
Buckingham, director of advertis- 


ing, Cluett, Peabody & Co., Inc., is 
one of those who believes free dis- 
cussion of the subject should be en- 
couraged. 

“I believe that before any general 
campaign on advertising should be 
considered, a very definite survey 
and study of consumers’ attitude 
towards advertising should be made,” 
he said. 

“There are a great many people 
who are attempting to regulate ad- 
vertising, but the number is prob- 
ably smaller than any of us credit. 

“I frankly feel that regulation of 
advertising is coming, unless some 
of the large advertisers begin to 
censor their own advertising copy 


insofar as truth is concerned. If 
the objectionable advertising is 
eliminated, it will go far toward 


eliminating the present criticism of 
it and I believe that this should be 
the first consideration.” 


Name Cleveland 
Contest Winners 


Cleveland, O., Jan. 10.—Winners 
in the Cleveland Advertising Club’s 
advertising contest were presented 
with awards at a club luncheon last 
week end. The contest was staged 
as part of the Advertising Center 
exhibit at the Cleveland Exposition, 
which closed Jan. 6. 

First prize winners in the 19 con- 
test divisions are: 

Newspaper retail advertisements, 
Morrison M. Scott, Fuller & Smith 
& Ross, Inc.; national newspaper 
advertisements, F. B. Duncan, Fuller 
& Smith & Ross, Inc.; general mag- 
azine advertisements, Joseph Few- 
smith, Meldrum and Fewsmith, Inc.; 

Trade and industrial advertise- 
ments, Benton G. L. Dodge, Meldrum 
and Fewsmith, Inc.; executive pub- 
lication announcements, Kenneth 
Akers, Griswold-Eshleman Company; 
house organs, Frances Kenney and 
McKinley Stinson, Standard Oil 


Company; booklets, Edward P. 
Hayes, Fox Furnace Company, 
Elyria, O.; 


Direct mail folders, Ralph L. Hall, 
R. L. Polk Company; broadsides, C. 
W. McDaniel, McDaniel-Fisher & 
Spelman, Inc.; point-of-sale displays, 
F. B. Duncan, Fuller & Smith & 
Ross, Inc.; packages and labels, A. 
E. Boedeker, McDaniel-Fisher & 
Spelman, Inc.; catalogs, Cal Ryan, 
Cal Ryan Studios; outdoor signs, 
Wm. Novatny, Fawn Art Studios; 

Complete campaigns, F. B. Dun- 
can, Fuller & Smith & Ross, Inc.; 
typography, Charles J. Hoyer, Fuller 
& Smith & Ross, Inc.; headlines, 
Mr. Akers; copy, Mr. Akers; pho- 
tography, S. Bahadur, Lakeside Stu- 
dios; illustration, H. A. Smith, Ful- 
ler & Smith & Ross, Inc. 


Expanded Campaign Is 
Planned for Shu-Milk 


Shu-Milk, white shoe cleaning prep- 
aration, will soon enter upon an ex- 
panded advertising plan. In addition 
to the usual list of 100 newspapers, 
and trade and class publications, 
leading national magazines will be 
added. 

Sales in 1934 showed a sharp gain 
over 1933 sales. Advertising for Shu- 
Milk, for which Walter Janvier, Inc., 
is national sales distributor, is 
handled by W. I. Tracy, Inc., New 
York agency. 


Chappel Men to Meet 


All branch office managers, repre- 
sentatives and salesmen for Chappel 
Bros., Inc., maker of Ken-L-Ration 
and other pet foods, will attend the 
company’s national sales convention 
Jan. 16-19 at Rockford, Ill., the home 
office. 


Millions are spent monthly in the 
O’Mealia outdoor advertising ter- 


PEOPLE PLUS MONEY EQUALS 
MARKET 


A 


OMealia awiiar Adverti 


Harry O'Mealia, President. Jersey City,N.J. 
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MY PROGRAM IS SET! 


: SN Hv 


CAN | FIND THE MEN who 
can qualify FOR AIR CONDITIONING? 


DEQUATE distribution—competent salesmen — provide 

a problem for most manufacturers. But when such 

manufacturers pioneer a new industry the problem becomes 

intensified. Wherefore makers of air-conditioning equip- 

ment are casting about in a wide variety of trade affiliations 
to see which ones offer the best possibilities. 


What are the qualifications essential to making good distribu- 
tors and dealers of air-conditioning equipment? They are 
these: (1) real sales ability; (2) a thorough understanding of 
specialty selling; (3) familiarity with time-payment merchan- 
dising; (4) an understanding of installation and servicing. 
Who, therefore, is better qualified to handle the package 
type of self-contained room coolers than the competent 
household refrigeration dealer? His entire record proves 
this conclusively. Besides, air conditioning is inseparably 
interwoven with refrigeration—his own business. 


But what about air-conditioning installations which require 
engineering service? What are the qualifications necessary 
here? Obviously they are those mentioned in the previous 
paragraph plus (1) engineering background; (2) ability to 


make sales based on engineering estimates. Here again the 
distributor and dealer engaged in commercial refrigeration 
fits into the picture perfectly. These are his qualifications as 
proved by an outstanding record of performance. 


While many industries may provide good outlets for the air- 
conditioning manufacturer, it goes without saying that the 
electric refrigeration field, so closely allied with air condi- 
tioning, offers a very high potential. 


Granted the possibilities in this field, how can trade channels 
best be reached? We say with full sincerity—through the 
advertising pages of ELECTRIC REFRIGERATION NEWS. The 
NEWS is a business newspaper of the electric refrigeration 
industry and occupies a unique and unusual position among 
its readers. The most casual investigation will reveal this. 
Naturally, too, the NEWS has become a source of informa- 
tion upon air conditioning, and is being read by many men 
in many different industries who have become interested in 
this new development. Do you want to reach potential dis- 
tributors, dealers, salesmen—quickly? Then use the NEWS 
to carry your trade messages. 


ELECTRIC 


Audit nnn 3 ‘States 


REFRIGERATION NEWS 


Business News Publishing Co., 5229 Cass Avenue - Detroit Acti elastin, 
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Walter Daily 
Resigns from G-E 


Walter J. Daily has resigned as 
sales promotion manager in charge 
of advertising of the refrigerator 
division of the General Electric 
Company, Cleveland. 

Mr. Daily has held this position 
since 1927, prior to which he was 
with the Electric Vacuum Cleaner 
Company as advertising manager. 


Paper Changes Hands 


The Los Angeles Post-Record, after- 
noon daily, has been acquired by the 
Los Angeles Illustrated Daily News, 
morning newspaper. For the present 
the two papers will be published in 
their separate plants. Robert L. 
Smith, business manager of the latter 
newspaper, will become manager of 
both publications. 


Sutton Is Promoted 

Howard Ehrlich, vice-president in 
charge of electrical publications of 
the McGraw-Hill Publishing Com- 
pany, announced this week the ap- 
pointment of Glenn W. Sutton, for 
the past three years Eastern man- 
ager of the Electrical Trade Publish- 
ing Company and previously a pub- 
lisher, as manager of Electrical Con- 
tracting and Electrical Wholesaling. 


Promote D. F. Raihle 


D. F. Raihle, advertising manager, 
Hardware Matural Division of the 
Federal Hardware & Implement Mu- 
tuals, Minneapolis, has been ap- 
pointed general sales and advertising 
manager. Ralph F. Wittgraf will as- 
sume the bulk of the advertising 
work. R. A. Boushor has been named 
Eastern department manager in New- 
ark, N. J. 


BABY STARS IN 
HEINZ STRAINED 
FOODS CAMPAIGN 


Mothers Drawn to Counter 
Displays, Dealers Say 


Picture on Page 31) 
Pittsburgh, Pa., Jan. 10.—A power- 
ful sales stimulator, a baby with ap- 
pealing, outstretched arms, forms the 
nucleus of an impressive campaign 


launched this month by H. J. Heinz 
Company to introduce the company’s 
complete line of Heinz strained foods. 

Besides a list of general magazines, 
the campaign will also include sev- 
eral professional and business publi- 
cations. 

The new Heinz baby, from the 
standpoint of the dealer organization, 
has already proven to be one of the 
most blessed of events, and is des- 
tined to become a permanent part of 
Heinz’ sales “personnel.” 

Dealers and mothers throughout 
the country have already expressed 
unsolicited and enthusiastic approval 
of the new illustration, and attest to 
its power of arresting attention. 

The “baby” advertisement made its 
first appearance in colors on a full 
page in the Jan. 5 issue of The Sat- 
urday Evening Post. The caption 


ut what about the juice? 


Haven’t you found that the smaller orange 
often gives a greater amount of juice? The 


for the Evening Ledger. 


Experience has 
proved to them beyond a shadow of doubt 


big fellow looks great, yes, but it’s not 
the looks you drink, it’s the juice! 


Strange how true this is of a good many 
things. Newspaper circulation for example. 
And in Philadelphia particularly. An adver- 
tiser who takes Philadelphia for granted 
solely on a circulation basis is surely over- 
looking the most important factor of all, 
results! And speaking about results, who 
is in a better position to judge the selling 
power of a newspaper and the buying 
power of its readers than the specialty 
shops, retail stores and department stores? 


Month after month, Philadelphia’s retail 
merchants have shown a decided preference 


that it does a better job of selling their 
merchandise, day in and day out, than any 
other Philadelphia newspaper, regardless of 
circulation! Because the Evening Ledger 
does sell more goods for them, these 
merchants place more of their advertising 
in its pages .. . over 3,800,000 lines MORE 
during 1934 than in the second evening 
newspaper .. . over 5,490,000 lines MORE 
than in either of the morning newspapers 
and over 6,000,000 lines MORE than in any 
of the Sunday newspapers in Philadelphia. 


Evening Ledger readers represent a mod- 
ern, responsive audience . .. people who 
not only have money to spend, but who are 
spending it for the things they want. 


Philadelphia 


More news for readers... more sales for advertisers 


NEW YORK: 


Hugh Burke, 60 E. 42nd Street 


CHICAGO: 


EVENING PUBLIC LEDGER 


John E. Lutz, 180 North Michigan Avenue 


read: “Introducing to the Babies of 
America—Heinz Strained Foods.” 
Copy explains the careful process of 
preparation of the foods. The same 
copy and layout, in black and white, 
is scheduled to appear also in De- 
lineator, Good Housekeeping, Ladies’ 
Home Journal, McCall’s and Wom- 
an’s Home Companion. Parents’ mag- 
azines to be used include Child Life, 
Hygeia, Junior Home and Parents’ 
Magazine. 


Other Papers on List 


Single and two-column insertions 
will appear in Better Homes and Gar- 
dens, Cosmopolitan, Household Mag- 
azine, Physical Culture, Tiny Tower, 
the Tower group, True Story, and 
Woman's World. Medical Economics 
will be used to reach doctors. 

The company’s sales message is 
being carried to the retail outlets 
through Chain Store Age and Pro- 
gressive Grocer. A typical full page 
in black and red pictures the new 
Heinz counter rack under the cap- 
tion: “New chance for sales awaits 
you—these baby foods are champion 
repeaters.” The terse message reads: 
“Grocers everywhere have used this 
fast-working display rack on their 
counters. It has opened up a brand 
new avenue to substantial profits. 

“Here’s why. When mothers and 
doctors learned that Heinz made 
strained foods they were quick to ac- 
cept them. Let them know you have 
them and you'll get their trade. Use 
this display rack in window or on 


counter. See how fast it works for 
you.” 
The rack, a wire frame large 


enough to hold a display assortment 
of the eight varieties of the strained 
foods, holds at the top a semi-circu- 
lar card picturing the baby with its 
outstretched arms. 

The double value of the baby illus- 
tration is revealed by the dealers, 
who say that it not only captures the 
interest of passers-by, but it also 
draws them to the rack and causes 
them to read the sales message and 
study the assortment. 

Over-the-counter literature, consist- 
ing of a booklet entitled “Modern 
Guardians of Your Baby’s Health,” is 
being distributed. 


Y. & R. Elects Secretary 


H. S. Ward, who has been with 
Young & Rubicam, Inc., New York, 
for the past eight years first as a 
copywriter and then as manager of 
the copy department, has been elected 
secretary of the company. He will 
continue as copy department man- 
ager under C. L. Whittier, vice-presi- 
dent in charge of copy. 


Name Herman & Sanders 


Herman & Sanders, New York 
agents, have been appointed to 
handle the accounts of Fields & Ford, 
antiques; Alman & Co., photogra- 
phers; Russian Imperial Treasures, 
Inc., antiques; and Scully & Scully, 
antiques. Local newspapers and 
magazines will be used. 


Gets Import Account 


Fortnum & Mason, Inc., importer 
of delicacies, shoes, and clothing, 
has appointed L. D. Wertheimer 
Company, New York advertising 
agency, to place its advertising. 


WHAT HELP DO 
YOU NEED? 


For facts, figures and market 
data about the 1% billion dol- 
lar baking industry, come to 
BAKERS’ HELPER, this in- 
dustry’s leader for almost a 
half century. 

Check the data you need below, tear out 

this advertisement, attach to your letter- 

head and mail to us. 

OO “Baking Industry Facts and 
Figures,” a market data 
folder 

O “Selling Leads,’ 
week service 

(] Sample pages from the “Bak- 
ing Industry Blue Book” 

(] Copies of BAKERS’ HELP- 
ER, issued fortnightly 

() Audit Bureau of Circula- 
tions statement 

Send to 


SHELPER 
AZINE PERKERY PRABTICE oP MANAGE MENT 


Almost a Half Century of 


an every 


Helpfulness 
330 S. Wells St., Chicago, Ill. 
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HE sheriff of Hunterdon County, 

N. J., drew forty-eight names from 
a hat. That cross-section of an Ameri- 
can communal unit included eight 
farmers, three laborers, a carpenter, a 
clothier, two clerks, a student, a nurse, 
a machinist, a bookkeeper, a lumber- 
man, a merchant, a salesman, a sales- 
lady, two painters, four “retired” and 
one frankly “unemployed” — plus 
eighteen housewives with husbands 
of probably equally miscellaneous 
stations. 


Here is a breath-taking potpourri 
that Mr. Lorimer could hardly claim 
to blanket; nor Miss Lane; nor Mr. 


Hauptmann Jury Judges You, Too 


Macfadden. Yet, each has his or her 
supporters here. 


All kinds of names, tastes and tem- 
peraments appear to make up a murder 
panel or a merchandising profit...and 
all kinds of magazines to make up 
their minds on the guilt or innocence 
of a life or a label. 


An increasing realization of this dur- 
ing the past few years has resulted in 
a inajor swing of advertising schedules 
to include the four magazine “groups” 
directing their appeal to the younger 
families in the wage earner classes, 
which constitute about two-thirds of 
the urban population. 


One of a Series of Notes Published in the Interest 
of a Better Understanding of the Group” Field, by 


Macfadden Women’s Group | 


The Original Women’s Group” 
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ADVERTISING AGE 


January 12, 1935 


Milk Sales Levy 
For Advertising 
Plan Is Killed 


Madison, Wis., Jan. 9.—The Wis- 
consin supreme court ruled yester- 
day that the state department of 
agriculture and markets has no au- 
thority to enforce its order assess- 
ing a check-off levy on the milk 
sales of farmers to create a fund 
for advertising Wisconsin dairy 
products. 

The department order called for 
contributions of one-half cent per 
100 pounds of milk to the Milwau- 
kee Dairy Council for advertising 


purposes. “If the state legislature 
proposes to allow the department to 
assess the check-off, it will have to 
do so in clear, unmistakable terms,” 
the decision stated. 

In its ruling the court reversed a 
fine of $800 imposed on Dairy Dis- 
tributors, Inc., Milwaukee, agency of 
the Watertown Milk Cooperative 
Association for violating the terms 
of the general price fixing and reg- 
ulatory order now in effect in the 
Milwaukee area. 

The court’s comments upon the 
creation of a fund for advertising 
purposes are of significance in view 
of the fact that the department of 
agriculture and markets has asked 
the 1935 legislature to pass a law 
for a statewide check-off of one- 
half cent a pound. 


The decision further stated that 
“we shall not determine whether or 
not the legislature itself could make 
a valid enactment of like character 
because the question is not pre- 
sented upon this record.” 


Business Paper Appoints 

Harry M. Schell of Motor West 
Publishing Company has been named 
Pacific coast representative of Indus- 
trial Equipment News. His offices 
are at 911 Rives Strong Bldg., Los 
Angeles. 


Funk to Detroit 
John A. Funk, photographic illus- 
trator, is now associated with the 
Detroit studios of Underwood & Un- 
derwood as chief illustrator. For 
several years he has been in the 
firm’s New York studios. 


Check Chart Is 
Given Critical 
Cigar Smokers 


New York, Jan. 10.—The critical 
faculty of the cigar smoker has been 
exploited by E. Regensburg & Sons 
in a new series of newspaper adver- 
tisements which give prominence to 
a ‘cigar performance check chart 
listing the five qualifications of a 
high grade cigar. 

Six papers in this city are being 
used under the direction of Rose- 
Martin, Inc. Copy in two sizes, 300 
and 600 lines, appears daily. Ad- 
vertising in other Atlantic coast 


EMERGING 


ANNOUNCING 


THE YOUNGER AND LIVELIER 


Dlevealor 


IN A BEAUTIFUL NEW DRESS 
AT A NEW AND HIGHER PRICE 


The idea is simple—a smarter magazine with a natural circulation. Unforced. 


Uninflated. 


A magazine of wide appeal or if you prefer to put it this way— 


A national magazine of selected circulation. 


One million and a half circulation and the rate based accordingly—$8.00 per line 
instead of $11.25. $4,850 per black page instead of $7,000, and $6,400 per four 
color page instead of $9,300. But with the present circulation, inevitably the 
continuing excess circulation will still further enhance the opportunity for 
astute advertisers. 


15e a copy instead of 10c—and worth it. 
$1.50 a year instead of $1.00. 


Better paper, more pages than before—more food pages, more fashions, more 
interior decoration, child welfare and beauty—and many of them in full color. 
A general livening up and tightening up of material. Crisper, cleverer, brighter, 
with more and larger cuts—easier and faster to read. Modern and uninhibited. 
No obsequious bows to maiden aunts or pallid prissies. Metropolitan in tone, 
cosmopolitan in taste, distinguished in quality. 


And—at last—a magazine planned in its every sentence and paragraph and page, 
for the up-and-doing, liberal-minded, go-and-get-it American woman of today. 


The April issue—the first of this bigger, better and brighter Delineator—goes 
to press in a few days. 


THE DELINEATOR 


New York City 


Chicago San Francisco 


CHECK THE CHART 


A SHAPE TO PLEASE EVERY TASTE. 10063. S0¢ 


New newspaper campaign for Ad- 

miration cigars in which the cigar's 

advantages are enumerated in a 
chart. 


cities is placed by distributors. 

The company’s brand, Admira- 
tion, is a local trade leader in the 
“ten cents and up” classes. The 
five-cent size is never mentioned in 
advertising, the price range being 
stated as “ten cents to three for 
50 cents.” The 15-cent and better 
grade cigars are pictured in the 
copy. 

In accordance with regular prac- 
tice, the new theme will be em- 
ployed throughout 1935. The five 
points listed in the check chart 
have been the subjects of previous 
campaigns of the same duration, the 
current campaign having the nature 
of a review dealing with the adver- 
tiser’s copy for several years past. 

Five Points Made 

The points emphasized by the 
check chart are that a good cigar 
will not unravel in the mouth; 
draws freely, burns evenly and 
smokes cool; is made of tobacco 
aged a year; is consumed fresh due 
to high speed delivery from maker; 
and is mild and mellow, even to the 
last inch. 

The mild and mellow last inch 
was featured in the company’s copy 
for 1932. 

In 1933, the “last inch” was sub- 
ordinated to the theme of hand- 
made quality, the idea being carried 
out in advertisements featuring 
skilled hands at work in various 
trades and professions. The cam- 
paign was unusually successful. 

The new campaign tells the story 
in pictures, as well as copy. Head- 
lines are written to convey the 
thought, “Before you buy your next 
cigar, check this chart.” 


Move to New Quarters 

Logan & Stebbins, Los Angeles ad- 
vertising agency, has moved to new 
quarters at 811 W. Seventh St. 


225 NOATH MICHICAN AVENUE CHICACO 


SrevENS 


WORLD'S LARGEST HOTEL 


OVERLOOKING 
LAKE MICHIGAN 


3000 OUTSIDE ROOMS 
3000 BATHS 3°°UP 
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IN THIS ISSUE» MARGARET BELL HOUSTON’S | 
NEW SERIAL OF ROMANCE AND INTRIGUE GYP SY W 


Home, like the other TOWER MAGAZINES, Mystery, Tower Radio, New Movie, Sere- 
nade, is published in this larger standard size and offers a four-color insert for only 
$4,375 .. black-and-white page, $2,600 .. column, $900. (Effective through July issue.) 
Typical comments on the new size appear on the following page. 
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notes THEY UKE IT! Tey 


The F. W. Woolworth Co. says: 


“We believe that the change from 
the smaller size to the large size is 
a forward step in our magazine 
merchandising. We congratulate 
TOWER upon being able to give 
us this extra value in the large 
magazine size to pass on to our 
customers.” 


From a Woman Distributor in 
Dayton, Ohio 


“I’ve sold a New Movie to every 
single customer I’ve suggested it 
to. Personally, I’m very much sold 
on Mystery and Tiny Tower. If 
J. V. and I weren’t in the magazine 
business there is one magazine I'd 
have to buy each month and that 
is Mystery.” 


Tower Reader Takes 
Magazine to Club Meeting 


“Since Saturday,’ writes this 
TOWER reader, “I have been talk- 
ing about SERENADE to all my 
friends. Tuesday evening I took it 
to club meeting (48 members). 
I can assure you that SERENADE 
will be one of my monthly maga- 
zines from now on.” 


Reader from Poughkeepsie 
Has Four Reasons for Preference 


“IT have just purchased your Janu- 
ary NEW MOVIE and I want to 
congratulate you on its size and 
contents. First, it is good-looking; 
second, it is different; third, it is 
much easier to read; fourth, it out- 
shines every other movie magazine 
in looks and information.” 


Reader Likes the Whole 
Editorial Content of Home 


“The stories were grand! I note 
with pride such stories as Fannie 
Kilbourne’s and Helen Topping 
Miller’s, and oh, please, never dis- 
continue the ‘Holly’ stories by 
Margaret Prichard; a Tea Talk by 
Princess Der Ling, so educational 
and interesting.” 
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Tower Magazines’ new 
large size brings hun- 
dreds of letters from 
distributors and readers! 


THEODORE DREISER’S ARTICLE 


“I Find the Real American Tragedy’ 


for Mystery Magazine 


The most distinguished of present-day mystery 
writers, Mary Roberts Rinehart, Ellery Queen, 
Ferrin Fraser, Elaine Sterne Carrington, Mignon 
G. Eberhart, Stuart Palmer, to quote only a few, 
have given Tower’s Mystery Magazine a unique 
place in magazine publishing. Now a writer who 
has made some of the really great contributions to 
American literature makes his Mystery debut in 
February, writing a brilliant interpretation of the 
Wilkes-Barre trial and the tragedy of American 
Youth as he sees it. We believe that this article 
will be of profound interest to parents everywhere. 


Finest Writers in America Contribute 
to all Tower Magazines 


Margaret Bell Houston, George Kibbe Turner, 
Margaret Prichard, Princess Der Ling, Vingie 
Roe, Roland English Hartley, Louis Arthur Cun- 
ningham, the Honorable Mrs. Francis Lascelles, 
Elsie Janis, Margaret Sangster are a few of the many 
well-known authors who are writing in Tower's 
livelier tempo for February Home, Serenade, New 
Movie, Tower Radio and Mystery magazines. _ 


like it! 


Intense Reader Chides 
Proofreader for Error 


“First of all, let me compliment 
you. I think the new Mystery is 
very distinctive since you have 
made it so much larger. I think, 
however, that your proofreader 
must have been in an awful hurry 
as he slipped up on page 19, last 
column. Instead of saying ‘‘she 
used to meet him,” it says, “she 
used to met him.” Editor's grim 
comment—“and pretty lucky I'd 
say, to have that the only error, 
getting used to the new type and 
page size.” 
® 


Reader Commends Clean 
Stories in HOME 


“I do like the HOME magazine. It 
is a very satisfactory and complete 
magazine with its many depart- 
ments. The stories are all clean 
and vastly interesting and so is 
all of it.” 


There’s More Power in 
Tower says Radio Reader 


From San Mateo, California, comes 
a phrase which we may borrowasa 
tagline—“This new issue of Tower 
Radio TOWERS head and shoul- 
ders over the old style. There’s 
more power in this TOWER.” 


Mystery Worth at 
Least a Quarter 


“I want to say that your new Mys- 
tery is even better than the old 
size. I like the sketches. We think 
in our home that none is as good 
as Mystery. It seems to me that it 
is worth a quarter at least.” 


New Movie Reader Wants 
to Frame Big Photographs 


“Purchased one of the New Movie 
Magazines today and it is a lovely 
size. I saw two pretty pictures of 
the stars which I believe I will 
frame, Carole Lombard and Greta 
Garbo. P.S. Forgot to ask how 
I may receive Beauty Circular.” 


TOWER MAGAZINES - INC. 22 


Be sure to see the Tower four-color advertisement on the preceding page 
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BIG. FURNITURE 
SHOW REVEALS 
NEW OPTIMISM 


Registration Soars; Dealers 
Like NRA 


Chicago, Jan. 10.—One basic code 
for all retailers was recommended 
by the National Retail Furniture 
Association this week as the 1935 
winter furniture market held sway 
at the American Furniture Mart in 
Chicago. The association urged that 
fair trade practices for each line be 
developed by agreement within each 
industry. 

Something like a boom in the 
furniture industry was indicated by 
dealer registration at the winter 
market, which approximated the 
peak established in the summer of 
1929. The total for two days was 
2,842, compared with 2,963 for the 
corresponding period of 1929. The 
bottom was reached in the winter 
of 1933 when only 1,243 were regis- 
tered at the end of the first two 
days. 

The code discussion of the N. R. 
F. A. revealed that the dealers are 
interested primarily in minimum 
wages and hours. This provision, 
it was indicated, has helped the 
high-class furniture dealer survive 
in the face of unscrupulous compe- 
tition. The association also went on 
record as favoring a six-day week 
for all retailers of other than im- 
mediate necessities. and more prompt 
investigations of complaints of code 
infringement. 


Want More Vigorous Promotion 


The adopted resolutions also 
asked “that manufacturer price- 
fixing systems be expressly prohib- 
ited.” 

Furniture shows patterned after 
the famous automobile displays were 
recommended by L. A. Jiranek at a 
luncheon of editors Monday. Mr. 
Jiranek, who is president of the 
Designers’ Council, suggested that 
such shows should be conducted by 
manufacturers and that prices be 
taboo. It was stated that the Na- 
tional Association of Furniture Man- 
ufacturers is already considering 
such a plan. 

Mr. Jiranek said that the sale of 
furniture in suites has hampered the 
industry. He recommended that this 
practice be abandoned in favor of 
the manufacture of individual pieces 
that can be grouped or fitted into 
the needs of homes. 

Bernard Jakway, trade extension 
director of the American Walnut 
Manufacturers’ Association, said 
furniture prices must be cut. He 
asserted that this could be done by 
elimination of ill-conceived and un- 
economic patterns which most man- 
ufacturers now believe it necessary 
to produce. 

The high cost of space in modern 
apartments is responsible for one 
innovation displayed at the show. 
This consists of a combination bed 
and vanity, the latter, complete with 
mirror, space for cosmetics and 
other feminine accessories, being 
built into the footboard. 

Baby carriages are following the 
automotive mode by going in for 
more streamlining than heretofore. 
Gray, black and maroon were re- 
ported to be the popular colors for 
1935 infant vehicles. 

The automotive motif is again fol- 
lowed in design of such utilitarian 
products as the old kitchen range. 
Manufacturers talk of no-draft ven- 
tilated ovens, concealed hinges, 
automatic clock control, counter- 
balanced roller-bearing cover tops, 
smokeless broiling pans and modern 
‘styling. 

Open stock suites are being of- 
fered. Under this plan, the con- 
sumer can buy a bed now and a 
year later, when finances permit, a 
chest or other piece of furniture to 
match. 

Insurance policies are being of- 
fered by many manufacturers. For- 


FURRIERS IN DRIVE 


Re Re 
GOOD FURS 


“ly 


T price of Fine Quality Furs is, 
in reality, much less than that asked 

for the cheaper, inexpensive kind. © 
Good furs have a much greater life, 
retain their beauty longer and can be 


remodelled with less risk and greater 
satisfaction over a period of years. 


For this reason, the reliable furriers 
whose names appear below, make 
every effort to stress the true savings 
effected through purchase of the excel- 
lent furs in their establishments. In 
addition, the services of their styting 
departments, and many years’ repu- 
tation for straightforward, honest 
dealings, are your guarantee for many 
seasons of satisfactory service. 


This advertisement is one 
of a series sponsored by the 
RETAIL FURRIERS’ GUILD 
of PHILADELPHIA 


JACQUES FeReER 
1708 Wolnut Street 
FUR & MILLINERY SHOP 
1704 Walnut Street 


oD 
191) Chestnut Street 


5 

122 S. 13th Street 
GITTELMAN'S SONS 
127 S. 13th Street 


28S 12th Sireet 


ANORASST 
1306 Welovt Street 
BLAYLOCK 6 BLYNN, Inc 
1011 Chesthut Street 


Example of newspaper advertising 
being run currently by the Retail 
Furriers’ Guild of Philadelphia, 
composed of 12 local furriers. The 
campaign, educational in charac- 
ter, is directed by Philip Klein, 
Inc., Philadelphia agency. 


merly confined to cedar chests and 
anti-moth guarantees of mohair 
mills, this method has been adopted 
by producers of table tops, who give 
consumers protection against cigar- 
ette burns or damage by spilled 
liquor. 

Oil range manufacturers claim a 
new burner now on display at the 
show will provide more intense heat 
than the competing gas stove. 

Lamp displays are taking advan- 
tage of the interest created by the 
slogan, “Better Light—Better Sight,” 
emphasizing the more scientific con- 
struction of their products. 


Leave Bendix-Stromberg 


to Organize New Company 


M. E. Chandler, vice-president and 
general manager, and W. B. Groves, 
in charge of sales, and their engi- 
neering and sales associates have re- 
signed from the Bendix-Stromberg 
Carburetor Company and organized a 
new company known as the Chandler- 
Groves Company. 

The company will manufacture 
automotive and aircraft carburetors 
and other products. Its plant will 
be located at 5930 Vancouver Ave., 
Detroit. 


Arts Group to Exhibit 


The first exhibition of the work of 
members of the Society of Typo- 
graphic Arts of Chicago will be held 
in the galleries of Marshall Field & 
Co. Feb. 1-15. M. Vaughn Millbourn 
is in charge. Exhibits will range 
from products and packages designed, 
to layouts and type designs. 


French Issue Decree 


The French minister of posts, tele- 
phone, and telegraph, M. Mandel, de- 
creed that beginning Jan. 1, the 
broadcasting stations of the govern- 
ment, Radio-Paris, P.T.T., Eiffel 
Tower, and Poste Colonial, will cease 
to broadcast advertising announce- 
ments of any sort. Private stations 
are not affected. 


Whiteley to “Grit” 

Gilbert E. Whiteley has joined the 
national advertising department of 
Grit, with headquarters at Williams- 
port, Pa. Formerly he was an ac- 
count executive with John Falkner 
Arndt & Co., Inc., Philadelphia, and 
for more than six years was with 
the New York office of Farm Journal. 


Elevate Sweatt 

H. W. Sweatt, for the last eight 
years vice-president and general man- 
ager of the Minneapolis-Honeywell 
Regulator Company of Minneapolis, 
has been made president of the com- 
pany. He succeeds M. C. Honeywell, 
who becomes chairman of the execu- 


tive committee. 


Studebaker Exports 


Show Great Increase 


Exports of the Studebaker Export 
Corporation for December, and for 
1934, far exceeded any period in the 
last five years, according to Arvid 
L. Frank, vice-president and general 
manager. 

December sales were 12 per cent 
ahead of the next largest month in 
1934, and the total business for 1934 
was 198 per cent ahead of the 1933 
total. Truck exports in 1934 were 
the largest in Studebaker history, 
and were equal to 213 per cent of the 
1933 business. Exports increased 
particularly to England and Aus- 
tralia. 


New Booklet for Host 


A guide for the host and hostess in 
solving entertainment problems has 
been issued by the Continental Dis- 
tilling Corporation, Philadelphia. The 
booklet provides pointers on mixing 
drinks, preparing hors d’oeuvres and 
buffet suppers. Featured is an arti- 
cle “Prelude to Pleasure,” by Ogden 
Nash. 


Hold Table Tennis Meet 


The third annual table tennis tour- 
nament for Chicago advertising men 
will be held Jan. 23 at the Stay & 
Play Club, 168 W. Monroe St. Events 
will include men’s singles and 
doubles. Matches begin at 7 p. m. 
with final matches in both events at 
10:30 p. m. 


Packard Head 
On Air with 
Price Story 


Detroit, Mich., Jan. 10.—Alvan 
Macauley, president of the Packard 
Motor Car Company, made a per- 
sonal announcement of the price of 
the new Packard 120 over an NBC 
hook-up Tuesday night. Mr. Ma- 
cauley’s appearance climaxed what 
is said to be the first important 
magazine-radio tie-up used by an 
advertiser. 

A multi-page advertisement was 
used in the Saturday Evening Post 
of Jan. 12 to create interest in the 
new low-price Packard, with the 
further statement that the price 
would be given over the radio. Since 
the Post gets national distribution 
on Tuesday, the word “tonight” was 
used in the announcement, the date 
also being given to avoid confusion. 

In addition, newspapers in all cit- 
ies reached by the radio broadcast 
were used to remind car owners that 
they could learn the price tag at- 
tached to the new Packard by tun- 
ing in to the proper station. 

Mr. Macauley’s announcement was 
made in the course of an interview 
conducted by John P. Kennedy. The 


price of the Packard 120 ranges 
from $980 to $1,095, depending on 
which of the seven models is se- 
lected. The price as given is f. o. b. 


Detroit. Delivery will be made in 
March. 
Mr. Macauley also commented 


that Packard is exporting more ex- 
pensive cars than any two of its 
competitors. The low price of the 
new model was explained with the 
statement that modern machinery 
“has doubled the size of the Pack- 
ard factory” without any actual ex- 
pansion. 


Start New Rep Firm 


Earl Wilson and William F. Cole 
man, both publishers’ representatives, 
have joined in establishing a new 
firm on the Pacific coast. No name 
has been chosen thus far. Offices 
will be maintained in Seattle, San 
Francisco, and Los Angeles. Asso- 
ciates will be Joseph G. Pearson, 
John Parrott, and Harold MacFad- 
den. 


NBC Appoints Brophy 


R. M. Brophy, formerly assistant 
general manager of the Canadian 
Marconi Company, has been ap- 
pointed manager of station relations 
for the National Broadcasting Com- 
pany. Mr. Brophy established the 
Canadian Radio Broadcasting Com- 
mission while active in Canadian ra- 
dio activities. 


ue aT ractomy pane { (Alalamazae ory 


dir: 


COUPONS That Mean Thousands 


of Dollars in SALES 


since 1923 


to the penny. 


Why the Kalamazoo Stove 
Company has been a con- 
sistent advertiser in Extension 


The Kalamazoo Stove Company never 
‘“‘ouesses” at advertising results. It knows— 


Therefore, the fact that the Kalamazoo Stove 
Company has used Extension Magazine con- 
sistently since its first advertisement appeared 
in 1923 is impressive proof of the outstanding 


results that this publication has obtained for 
Kalamazoo and other advertisers. 


“A Kalamazoo Direct to You” advertising in 
Extension has added thousands of Catholic 


families among our readers to its 900,000 


customers. 


Every dollar spent must bring back a certain 


multiple number of dollars in ACTUAL 
SALES—or the advertising is cancelled. 


No company in America gauges its sales 
expenditures more accurately. No company is 
more insistent upon RESULTS! 


Axitension Ol 


Get the facts about the millions of dollars 
to be expended by Catholic institutions this 


year! Inquire about Extension’s Merchandis- 


business. 


ing Department, and how it can help you open 
the door to thousands of dollars worth of new 


Panazine # 


The National Catholic Monthly 


360 N. MICHIGAN AVE., CHICAGO 


H. J. Blakeley, Advertising Manager 
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What Are Advertising Results? 


F. R. Coutant, director of research 
of Pedlar & Ryan, made a state- 
ment in his talk on copy-testing at 
the dinner of the American Market- 
ing Society in Chicago recently 
which was so significant as to de- 
serve more emphasis than it was 
given in the reports of his address. 
He asserted that it has now been 
edmonstrated that coupon results 
from advertising have been shown 
to have zero correlation with sales. 

In other words, an advertisement 
written in such a way as to develop 
maximum response in terms of cou- 
pon returns may be found by the 
final check of sales results not to 
have affected the situation in any 
way. Even though sample distribu- 
tion may have been accomplished 
through this means, Mr. Coutant in- 
sisted that in many cases sales vol- 
ume is not increased. 

The only conclusion which may 
be drawn from this challenging 
statement is that advertising results 
coincide with sales results only 


when the advertising effect is con- | 
|that careful checks of some types 


centrated upon the product and not 
upon the device which is featured 
in the advertisement. Big response 
in terms of coupons or other direct 
action by reader or listener is of 
course evidence that the advertising 
has been effective in registering its 
message, but that the emphasis of 
the publicity has been directed to 
the one objective of evoking a re- 
sponse instead of creating desire for 
the product advertised. 

During the past few years a great 
deal of attention has been devoted 
to the development of techniques 


adapted to the stimulation of active 
response to advertising. In order to 
build the largest possible response, 
greater stress has been laid upon 
the offer which is intended to pro- 
duce action. The temptation, of 
course, has been to advertise the 
offer rather than the product, and 
thus to bring a response which may 
be due to the attractiveness of the 
offer rather than any genuine in- 
terest in the advertiser’s products. 

lt is only fair to say that many 
such advertised offers are very 
closely tied in with the use of the 
product. In some cases, as for in- 
stance in the popular type of adver- 
tising contest featured on the air, 
actual use of the product is almost 
a sine qua non of participation in 
the contest. The return of the box- 
top or label thus gives the adver- 
tiser accurate indications as to the 
sales which the promotion of the 
contest has created. 

But since the final check on ad- 
vertising effectiveness lies in the 
sales record, and since it is evident 


of coupon returns have demon- 
strated a lack of correlation of ad- 
vertising and sales results, adver- 
tisers are now given fair warning 
that they must differentiate in their 
thinking between results that are 
merely advertising results, and re- 
sults which may be measured in 
terms of sales. 

Such a clear distinction should 
direct advertising expenditures into 
channels which assure profitable use 
of the impetus to action engendered 
by advertising. 


The Right Story at the Right Time 


Readers of ADVERTISING AGE must 
have been impressed with the an- 
nouncement of 1935 plans for the 
Tobacco By-Products & Chemical 
Corporation, which has mapped out 
thirteen different advertising cam- 
paigns for its various products. The 
variation in the appeals, from the 
standpoint of the markets addressed 
and the applications emphasized, is 
particularly interesting as evidence 
that the trend toward copy special- 
ization is rapidly developing. 

Even the manufacturer with one 
product or line can vary his copy 
to take advantage of editorial char- 
acteristics of the publications which 
he is using. The William Wrigley, 
Jr., Company pioneered in this field 
several years ago, finding that it 
paid to have the story of chewing 
gum told to the special audiences 
created by editorial service in a 
style which coincided as nearly as 
possible with that established by 


the editor of the medium used. 

But many manufacturers, like the 
Tobacco By-Products & Chemical 
Corporation, have clearly defined 
markets and varying applications 
for the use of their products. Under 
such conditions the employment of 
general copy is obviously inadequate 
use of advertising opportunities. 
The slightly increased cost of writ- 
ing copy suited to the product, the 
application and the medium, and of 
production involved in publishing it, 
is much more than justified by the 
greatly increased effectiveness of 
the advertising. 

More and better copy might well 
be the slogan of advertisers in 1935; 
more copy, in order to develop all 
of the possible effective variations 
of the main theme of product serv- 
ice, and better copy in the sense of 
being better suited to the special 
conditions under which it is ad- 
dressed to readers of advertising. 


GREATER FAITH 


HATH NO MAN 


ADVERTISE. IN- THE 


Herm 


-~Judge. 


Voice of the Advertiser 


Tells Results of St. 


Louis Housing Drive 

To the Editor: Here is a copy of 
the Better Housing Campaign of St. 
Louis. We recently had a supply 
mimeographed, and the thought oc- 
curred to me that you might like to 
read our plan as it is in effect in 
St. Louis. 

Our latest report on results up to 
and including Dec. 21 shows up as 
follows: 

Number of calls made..... 173,332 
Number of pledges signed.. 31,753 
Amount of pledges signed. . $9,530,428 

According to an advance report 
from the clerk in charge of compila- 
tions, the work of Dec. 22 will bring 
this amount of signed pledges up to 
$9,596,755. 

Our goal was set at $10,000,000, but 
there is no doubt but that we will 
surpass this figure and may even go 
as high as $15,000,000 to $17,000,000. 


Joun RING, Jr., 


Managing Director, Better Housing 
Campaign, St. Louis, Mo. 


7 FF F 


Greets New Year with 


Novel Advertisements 

To the Editor: We are enclosing 

a tear sheet showing two newspaper 

advertisements which we ran for our 

client, the Sterling Oil Company 

(division of Quaker State Oil Refin- 
ing Corporation) on Dec. 31, 1934. 


As you will notice, one advertise- 
ment is placed at the lower extreme 
left, representing the old year leav- 
ing—and the other at the lower ex- 
treme right, representing the new 
year coming in. We departed from 
the accustomed characters of the old 
man with his scythe and the diapered 
infant—carrying instead the charac- 
terization of a life having reached 
its end of usefulness and the young 
man just coming into the peak of his 
power. 

By running these two advertise- 
ments in this manner, which we took 
up with the newspapers before run- 
ning, we were able to get attention, 


clear across the bottom of the page 
without using large space. 

The thirty-odd papers which we 
used cooperated magnificently in giv- 
ing us this special position. We are 
wondering if this idea has been used 
to any great extent as we cannot re- 
member ever noticing this arrange- 
ment before. 

Ray M: THOMPSON, 
Thompson Advertising Agency, 
Youngstown, O. 
vvwgy 


10,000 Executives Know 
We’re Not Asleep 


To the Editor: I don’t know if I 
have been asleep, or if you folks have 
been, for the last five years. 

Five weeks ago I pulled the latch- 
string of one of my prospects, and 
while waiting for him, I saw a copy 
of your interesting and helpful pub- 
lication on the stand. I read several 
pages and I said to myself, “How 
come that I never saw this publica- 
tion before?” It was obvious that I 
thought that the both of us have been 
asleep for five years. 

Maybe the reason why I did not 
see your publication on the news- 
stand is because it might come under 
the category of another fault of ad- 
vertising, which is illustrated in a 
cartoon on page 10 of the Dec. 22 
issue. The caption below the cartoon 
read: “I had to quit handling it, it 
sold so fast I couldn’t keep it in 
stock.” 


You know that one of the secrets 
in selling, is to expose your mer- 
chandise. That is how I happened 
to be one of your subscribers. Ex- 
pose it more. 

Let me congratulate you on your 
very thorough advertising publica- 
tion. The subscription is worth five 
times more than what you ask. I 
have 11 more months to go, and for 
the love of Mike, don’t let your cir- 
culation manager let my subscription 
lapse. 


WALTER HANSON, 
President Hanson Business Ma- 
chines, Inc., Cleveland, O. 
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Information 


for Advertisers 


The following documents may be 
secured without charge by any 
national advertiser or advertising 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE. 


No. 692. Advertise Travel to Travel- 
ers via the National Geographic 
Magazine. rv 
This booklet describes in detail 

values offered by the National Geo- 

graphic Magazine to travel advertis- 
ers. It presents information regard- 
ing editorial and advertising respon- 
siveness of readers, advertisers’ com- 
ments, circulation breakdowns, re- 
sults of a buying power study of the 
magazine’s readers in various cities, 

and numerous other factors of im- 

portance to the travel advertiser. 


No. 668. Packaging in the Food In- 
dustries. 

This brochure illustrates how a new 
package is a compromise by three 
executive groups, administration, pro- 
duction and sales and shows how 
these three groups may be reached 
through Food Industries, which reg- 
ularly reports packaging news. 


No. 677. 1934 Distribution of True 
Story Circulation. 

The advertiser should find this 
breakdown informative and valuable. 
Based on total distribution for the 
February, 1934, issue, statistics are 
given for True Story circulation in 
cities and towns alphabetically by 
states, in 93 largest cities, etc. The 
booklet also shows distribution of 
leading women’s magazines by city 
size groups. 


No. 634. Two Hundred Thousand 
Fingerprints. 

A booklet giving the results of an 
examination by fingerprint experts of 
532 copies of Time taken from sub- 
scribers’ homes. Presents the story 
of ‘“cover-to-cover readership” in 
unique and convincing fashion. 


No. 548. For Modern Business ... 
Printers . . . Lithographers. 


A very well prepared portfolio 
showing the various mill brand 
papers of International Paper Com- 
pany. Especially interesting be- 
cause it contains a wide variety of 
printed specimens, together with a 
aumber of suggestions of value to 
printers, advertisers, etc. 


No. 642. Making a Hard Game Easy. 


A case history detailing the ex- 
periences of national advertisers who 
have solved the problem of closely 
tying up their advertising to their 
dealers’ stores by using classified tele- 
phone directories. Includes a com- 
plete description of this service, how 
advertising may be spotted in areas 
most desirable to cover, etc. Pub- 
lished by American Telephone & 
Telegraph Company. 


No. 566. Relative Influence of Men 
and Women in the Purchase of 12 
Commodities. 


It has long been contended that 
regardless of the sex of the person 
actually making a purchase, family 
buying is influenced by two or more 
members. In this survey, Redbook 
shows the relative importance of 
men and women in the purchase of 
many specific products, such as can- 
ned goods, cereals, coffee, desserts, 
soap, automobiles, electrical devices, 
refrigerators, rugs, radios, etc. 


No. 648. Power of Premiums as a 
Sales-Producing Force. 


An essay by E. W. Porter of Pre- 
mium Service Company covering the 
place of premiums in the advertising 
field, their use and application, in 
thorough-going fashion. Contains 
much valuable information for all 
users and prospective users of this 
form of merchandising aid. 

No. 462. Route List of Retail and 


Wholesale Grocers. 

A complete list of groceries in 
Louisville, arranged geographically. 
Also a route list of drug_ stores. 
Published by The Courier-Journal 
and Louisville Times. 
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of 


AMERICAN BUSINESS 


in The Ameri 


A partial list of Imp Adi 


Weekly 


during 1932, 1933 and 1934 


AC Spark Plug Co. 
Affiliated * tw J 

Edna Wallace Hopper 

Louis Philippe 

Neet 
American Chicle Co. 
American Kitchen Products Co. 
American Safety Razor Corp. 
Armstrong Cork Co. 
Associated Oil Co. 
Babbitt, Inc., B. T. 
Bauer & Black 
Beech-Nut Packing Corp. 
Borden Co., The 
Bristol-Myers Co. 

Ipana Tooth Paste 

Mum 
Brown & Williamson Corp. 
California F ruit Growers Exchange 
Carter’s Ink Co. 
Champion Spark Plug Co. 
Chatham Mfg. Co. 
Chesebrough Mfg. Co., Cons’d 
Chieftain Mfg. Co., The 
Chrysler Corporation 

Dodge Bros. 

Plymouth 
Clorox Chemical Co. 
Coca-Cola Co. 
Colgate-Palmolive-Peet Co. 

Cashmere Bouquet 


Palmolive Soap 
Conklin Pen Co. 
Corn Products Refining Co. 
Crosley Radio Corp., The 
Curtiss Candy Co. 

nnison Mfg. Co. 
du Pontde Nemours&Co.,Inc.,E.1. 
Eastman Kodak Co. 
Endicott Johnsen Corp., The 
Ethyl Gasoline Corp. 


Frederics, Inc., E. 
General Electric Co. 
General Foods Corp. 
ereals 
Calumet Baking-Powder 
La France 
Log Cabin Syrup 
Post Toasties 


General Mills, Inc. 


Bisquick 
Gold Medal Flour 
General Motors Corp. 
Buick Motor Co. 
Chevrolet Motor Co. 
Fisher Body Corp. 
Oldsmobile 
Pontiac 
Gillette Safety Razor Co. 
Glycerine Producers’ Ass’n 
Gold Dust Corporation 
Goldman, Mary T. 
Goodyear Tire & Rubber Co., Inc. 
Grunow Radios 
ubinger Co., The 
Hudnut, Richard 
Hump Hairpin Mfg. Co., The 
Janvier Co., Walter 
Jergens Co., Andrew 
John Hancock Mutual Life 
Insurance Co. 
Johnson & Johnson 
Johnson and Son, Inc., S. C. 
Johnston Co., Robert A. 
lordeau, Inc., Jean 
Kaufmann Bros. & Bondy, Inc. 
<elvinator Corporation 
<leinert Rubber Co., I. B. 
‘nox Gelatine Co. 


What $16,000 buys in The American Weekly 


A full page in color more than twice the size ot any other 
magazine page in the world... more than 5,500,000 families 


Kolynos Co., The 
Kops Bros. 
Kotex Company 
Kraft-Phenix Cheese Corp. 
Lambert Pharmacal Co. 
Lamont, Corliss & Company 
‘ond’s Face Creams 
Pond’s Face Powder 
Lea & Perrins, Inc. 
Leeming & Co., Inc., Thos. 
Lever Bros. Co. 
Lifebuoy 


ux 
Lux Toilet Soap 

inso 
Libby-Owens-Ford Glass Co. 
Lipton, Inc., Thomas J. 
Maiden Form Brassiere Co., Inc. 
Model Brassiere Co. 
Nash Motors Co. 
National Biscuit Co. 
National Dairy Products Corp. 
National Radio Institute 
Norwich Pharmacal Co., The 
Numismatic Co. of Texas 
Old Dutch Cleanser 
Pabst-ert Corp. 
Pacific Mills 
Park & Tilford 
Parker Pen Co., The 
Penick & Ford, Ltd., Ina 
Pennzoil Co., The 
Pepsodent Co., The 
Philco Radio & Television Corp. 
Pillsbury Flour Mills Co. 
Pinea pple Producers Cooperative 

ssn, Led. 
Planters Nut & Chocolate Co. 
Premier-Pabst Corp. 
Procter & Gamble Co., The 


Pro-phy-lac-tic Brush Co. 
— Oats Company, The 
eynolds Tobacco Co., R. J. 
Royal Lace Paper Works, Inc. 
Schenley Products Co. 
Schick Dry Shaver, Inc. 
Schnefel Bros., Inc. 
Scholl Mfg. Compan 
ars, Roebuck and Co. 
Seminole Paper Corp. 
Simmons Company 
Spool Cotton Co., The 
Stanco, Inc 
Standard Brands, Inc. 
Chase & Sanborn’s Coffee 
Fleischmann’s Yeast 
Royal Baking Powder 
Royal Gelatin 
Tender Leaf Tea 
Standard Oil Co., The 
Sta-Rite Hair Pin Co. 
Stein & Co., A. 
Sterling Products Co 
Bayer Aspirin 
Phillips Milk of Magnesia 
Three-in-One Oil Co. 
Travelers Insurance Co., The 
Union Oil Co. of California 
United States Rubber Co. 


Vick Chemical Co. 
Wander Co., The 
Warner & Co., Wm. R. 
Waters-Genter Company 
Watkins Co., The R. L. 
Welch Grape Juice Co. 
Western Company 
Whittemore Bros. Corp. 


at a cost of less than }4 of a cent per family. 


{_____ 
sauenemenetiintlinaeanmmn 


| reg IN 1908, when this photograph was taken, the market 
for automobiles was limited to the wealthy few. But in 
this day and age the automobile industry counts its prospects 
by the millions. 


Publications of small circulation are all right as far as they 
go. But they are hopelessly inadequate to reach the market 
of 20,000,000 car owners or to sell the more than 2,000,000 
new cars planned for 1935. 


To do a real job, the progressive automobile manufacturer 
requires a magazine that is geared up to the times, a maga- 
zine that not only reaches the blue blood market, but the 
great rank and file of the people as well. 


To appeal to the greatest possible number of buyers at the 
lowest cost per buyer, the sensible automobile manufacturer 
must advertise regularly in The American Weekly. 


Here is a magazine which is edited to please the reading 
desires of more than five and one-half million families who 
live in the richest buying areas of the nation. 


The American Weekly concentrates and dominates in those 


Circulation 
in the World 


aR OWNER 


i 


“4 


twenty-five richest states in which 75% of all automobile sales 
are made. 


For $16,000 you can buy a full page, more than double the 
size of any other magazine page and place it before these 
buyers at a cost of less than 14 cent per family. 


Here is a market big enough and rich enough to take 
America’s entire motor car output for 1935. 


Where this Magazine goes 


The American Weekly is the largest magazine in the world. It is 
distributed through 17 great Hearst Sunday Newspapers. In 597 of 
America’s 995 towns and cities of 10,000 population and over, The 
American Weekly concentrates 67% of its circulation. 

In each of 134 cities, it reaches one out of every two families 

In 125 more cities, 40 to 50% of the families 

In an additional 165 cities, 30 to 40% 

In another 173 cities, 20 to 30% 
... and, in addition, more than 1,885,000 families in thousands of 
other communities, large and small, regularly buy and read The 
American Weekly. 


Where can you spend your advertising dollar more effectively? 


“The National Magazine with Local Influence” 


Main Office: 959 Eighth Avenue, New York City 


Branch Offices: Parmouive Buoc., Curcaco.... 5 Wintnror Square, Boston .. 753 Bonnte Brae, Los Ancetes ... 222 Mowapnock Buipc.. San Francisco 


11-250 Generat Morors Buioc., Derrorr . . . 1454 Hanna Buivoc., CLeveLanp . . 


+ tot Marietta St.. ATLANTA . .. 1270 Arcave Buipc., Sr. Louis 
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Announce Prices for 


New Chevrolet Models Display s to Aid 


Prices for the 1935 new standard | 
and master de luxe models of the 
announced. 
Standard models: coupe, 
$475; coach, $485; sedan, $550; phae- | 


Chevrolet have been 


They are: 


Aetna in War on 
Unsafe Driving 


ton, $495; sport roadster, $465; sedan | 


delivery, $515. 


Master de luxe models: 


sedan, $675; commercial panel, $560; 
de luxe panel, $580. 


Take New Offices 


Smith & Drum, Inc., Los Angeles, 
advertising agency, has moved to new 
Louis | 
W. McDermott has been appointed | 
manager of the agency’s radio de 
He was formerly a pro- 


offices at 650 S. Grand Ave. 


partment. 
ducer of stage shows. 


Charter New Group 


The Shopping News Circulation 
Association of Cleveland has been 
chartered by the secretary of state 
Incorporators are 
John E. Triscilla, Sterling S. Parker 


at Columbus, O. 


and Donald P. Powers. 


Buy Ohio Paper 


The Chillicothe, 0., Scioto Gazette 
has been purchased by Roy Galvin 


of Lima, J. W. Galvin and W. W 
Galvin of Wilmington, 
Leach of Lima. 


coupe, 
$560; coach, $580; sedan, $640; sport 
coupe, $600; town sedan, $615; sport 


and Earl 


Hartford, Conn., Jan. 10.—Motion 
and electric lighting combine to en- 
hance the effect of a series of trav- 
eling safety displays which have been 
prepared by the Aetna Casualty and 
Surety Company as part of the com- 
pany’s campaign urging the motorist 
to “stop saving seconds and losing 
lives.” 

One display takes the form of a 
huge figure representing the spectre 
of death holding a giant clock dial. 
Each figure on the dial is represented 
by a transparent photograph of an 
actual automobile accident. These 
scenes are illuminated. 

As the hand of the “clock” slowly 
moves around the dial it stops at the 
end of each second and points to an- 
other highway tragedy. The inscrip- 
tion at the top of the wood and metal 
display is, “Stop saving seconds, and 
losing lives.” 


Ties In With Film 


Reckless driving is the theme of 
the entire series of Aetna displays, 
which is intended to tie in with the 
company’s safety film, “Saving Sec- 


onds,” which is being shown through- 
out the country. 

Another display in the series shows 
the danger of driving at excessive 
speeds. Lights and dials indicate 
the minimum distances within which 
it is possible to stop an automobile 
when a car is traveling at 20, 40, 60, 
and 80 miles per hour. The display 
brings out the fact that no driver 
can stop his car instantly, and that 
at a speed of 80 miles an hour, a car 
will travel 440 feet after the operator 
decides to stop. 

In this display, the spectre of death 
holds the speedometer in his clutches 
and the inscription at the right again 
urges the motorist to “stop saving 
seconds.” 

The displays will be shipped from 
point to point where they will be 
exhibited in the Aetna offices, as well 
as in department stores, and motor 
vehicle departments. 


Elect M. D. Rose 


Max D. Rose, Eastern sales man- 
ager of the American Radiator Com- 
pany, has been elected vice-president 
of that company. Mr. Rose entered 
the employ of the company in 1906. 


CBS Promotes Kesten 

Paul W. Kesten, who has been di- 
rector of sales promotion and adver- 
tising of the Columbia Broadcasting 
System, has been elected a vice-pres- 
ident of the organization. 


NEW YORK: MARTIN L. MARSH, 60 E. 42ND - 


934, like the twenty-six years preceding it, was another 
* PLUS year for the Cincinnati Times-Star. 


PLUS IN TOTAL DISPLAY ADVERTISING: 8,873,573 lines— 
a gain of 578,169 lines over 1933. 3,980,176 lines more than 
was carried by the Cincinnati Post. | 336,215 lines more than 


the 7-day Enquirer. 


Times-Star Classified Advertising also 


showed a gain of 224,558 lines over 1933. 


PLUS IN CITY AND SUBURBAN CIRCULATION: The latest 
Newspaper Publishers Statement of 150,079 gives the Times- 
Star the largest city and suburban circulation of any Cincin- 
nati newspaper—a circulation gain of 8,606 over the same 


period of 1933. 


THE ONLY MINUS: A reduction in milline rate to $1.85*— 


a plus to you. 


* Based on total net paid circulation of 162,350 


CINCIN NAT] ssiegessTIMES STAR 


Hulbert Taft, President and Editor-in-Chief 


CHICAGO: KELLOGG M. PATTERSON, 


333 N. MICHIGAN 


STYLE LEADERSHIP THEME STRESSED AGAIN 


De Aerawimerii le Salftee 


PRESENTS 


TWO GREAT WORKS OF ART 
IN AERO-DYNAMIC DESIGN 


Revolutionary New Streamliucd Cars to sell at Popular Prices 


ci aheiarinahe 
De Soto, builder of famous Airflow Car, holder of 29 
world records, Invades Popular-Price Field with the 
Airstream De Soto. Announces New Airflow Model, 


Tre scene 


7 


apict in thee sary abot the 
famous Ausflow. Is yeas, Dic ote prcsenie 


te Si 


DE SOTO 


AMPRICA‘'S AFRO-DYNAMIC STYLE LEADERS 


One of the initial 1935 rag 4 a advertisements for De Soto, in 


which the style leadership +¢ 


eme and foreign atmosphere again 


play large parts. 


ENDORSE PLAN 
TO ADVERTISE 
NEW ENGLAND 


Two Governors Urge Use of 
Public Funds 


Boston, Mass., Jan. 10.— Gov. 
James M. Curley of Massachusetts 
has added the weight of his recom- 
mendation to the proposal for a 
joint all-New England advertising 
campaign by the several states, 
plans for which are being prepared 
by the New England Council at the 
request of governors of the six New 
England states. 

In his inaugural address, the new 
chief executive of Massachusetts 
joins Gov. T. F. Green of Rhode 
Island in recommending a joint fund 
for advertising New England as a 
recreational area. He also advocates 
spending state funds to advertise 
Massachusetts alone. 

Thus the governors of two south- 
ern New England states, which in 
the past have done no recreational 
advertising, within a week have de- 
clared themselves in favor of spend- 
ing public funds to advertise the 
recreational features of New Eng- 
land. Maine, New Hampshire and 
Vermont have spent public funds for 
this purpose for a number of years. 

Gov. Curley in his inaugural de- 
clared that “our failure to capitalize 
our tourist and recreational advan- 
tages during the summer months 
represents an economic loss which 
wise planning and judicious expen- 
diture should speedily convert into 
a prolific source of revenue.” 

The most important industry in 
Massachusetts, second only to the 
textile industry, is recreation, which 
produces $200,000,000 annually, the 
governor said. An appropriation for 
advertising Massachusetts, he added, 
“should prove of inestimable bene- 
fit to the commonwealth and its 
people.” 

A Wise Investment 


“Neighboring states, of which 
Maine is a notable example, have 
recognized the advantages of such 
expenditures, with the result that 
the income received, not only in the 
summer time but in the fall and 
winter seasons from outside visitors 
attracted by the well advertised nat- 
ural advantages of the state, has 


more than repaid the outlay,” Gov. 
Curley said. 

In the meantime, for the first time, 
New England as a winter sports cen- 
ter is being presented to newspaper 
readers in New York City through 
the medium of a newspaper adver- 
tising campaign launched by the 
New England Council, which has 
supplemented the usual spring and 
summer advertising with two special 
promotion plans, a fall foliage cam- 
paign, and the winter sports adver- 
tising now running. Simultaneously, 
the Council is already scheduling 
the earliest of the 1935 spring and 
summer campaign. 

Efforts sponsored by the Council’s 
cooperating committee on winter 
sports, seeking to extend interest in 
winter sports promotion throughout 
the New England states are produc- 
ing increased results. In numerous 
communities augmented plans to 
draw winter sports enthusiasts are 
being made, and in others such pro- 
grams are being started for the first 
time. 


Sweet to Head 
Direct Mail Club 


John Sweet, Traffic World, was 
elected president of the Direct Mail 
Club of Chicago at its meeting Jan. 8, 
succeeding Milton Crume, of Butler 
Brothers. Other officers include: 

James Mangan, Mills Novelty Com- 
pany, vice-president; John Scott, 
Printed Salesmanship, secretary; and 
Harmon Woodworth, Rand McNally 
& Co., treasurer. 

Arthur Tatham, advertising man- 
ager, Bauer & Black, was the princi- 
pal speaker at the meeting, outlining 
the method in which his company 
uses direct mail to do specific adver- 
tising jobs. 


RABBIT FEET brought GOOD LUCK 
to one manufacturer; New Business worth 
$2,000,000.00 
Genuine Gardi Rabbit Foot novelties, applied 
to your sales and advertising problems ma 


restore your faith in Lady Luck. May 
suggest how? 


GARDI, 246 Fifth Avenue, New York City 


QUICK 


¢ PHOTOSTATS .- 
[KAPID COPY SERVICE 


§Vanderbilt 3-3680 
New York lFor All Branches 


Cleveland: Main 9335 


{State 6013-4 
State 5980-1 


Chicago 
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200,000 


more fanulies! 


OVER 640,000 FAMILIES IN CHICAGO AND SUBURBS 
NOW READ THE CHICAGO TRIBUNE DAILY! 


—260,000 MORE THAN READ ANY OTHER CHICAGO 
DAILY NEWSPAPER! 


The value of a newspaper as an advertising medium rests upon its acceptance as a news publication. 
Every day of the year the Chicago Tribune meets this test. 


Every day of the year the people of Chicago and suburbs, in decisive manner, judge it to be the most appealing and acceptable 
newspaper published in Chicago. 


Because the Tribune prints the full news gathered at first hand by competent reporters, over 640,000 families in Chicago and 
suburbs read the Tribune daily. 


This is 68% more than read any other Chicago daily newspaper—a coverage of metropolitan Chicago families practically as 
large as secured by any two other Chicago daily newspapers COMBINED. 


The Chicago Tribune is the only Chicago newspaper which reaches enough people to enable advertisers to take maximum 
advantage of the possibilities in this market. 


As a result, advertising in the Tribune pays out better. And because it pays out better, merchants and manufacturers place 
more advertising in the Tribune than they place in any other Chicago newspaper. 


Chicago Tribune 


THE WORLD‘*S GREATEST NEWSPAPER 


Total Daily Circulation in excess of 801,000 
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Bromo Quinine 
Dealers to Vie_ 
in New Contest 


St. Louis, Mo., Jan. 10.—Believing 
that answers to the question, “Why 
I Push Bromo Quinine,” may provide 
ideas for a strong business paper 
advertising campaign, Grove Labor- 
atories, Inc., are offering $3,000 in 
cash prizes for the best letters on 
that subject. 

Announcement of the contest is 
made in space in current issues of 
drug trade publications. The contest 
is open to all retail drug store pro- 
prietors, managers, and clerks reg- 
ularly employed in the retail trade. 

In order for the retail drug clerk 
to qualify for any prize it is re- 
quired that the letter submitted by 
him be prepared with the aid of the 
proprietor or manager of the store. 

Grove Laboratories is also award- 
ing a total of $6,350 in merchandise 
prizes as a special inducement. In 
case a drug store proprietor does not 
win one of the cash prizes, but one 
of his clerks does, then the pro- 
prietor will receive a complimentary 
merchandise prize. 

“We want to know why it is that 
many retail druggists push Bromo 


Quinine over any other cold remedy,” 
the Bromo Quinine makers assert 
in the contest announcement. 

On Dec. 1, Grove Laboratories in- 
creased the price of the 30-cent size 
Bromo Quinine to 35 cents, the in- 
crease in price not being absorbed 
by the retailer, but by the con- 
sumer. 


Sign for Ball Series 


The Standard Oil Company of Ohio 
has signed to offer exclusive play- 
by-play description of the Cleveland 
American baseball games played in 
Cleveland this coming summer. The 
broadcast will be made over station 
WHK. The contract also calls for a 
noonday spot for announcement of 
batteries, and a late spot for a post- 
game resume. McCann-Erickson, Inc., 
is the agency in charge. 


Fort Wayne Paper Elects 


William A. Kunkel, Jr., Bluffton, 
Ind., has been elected president and 
treasurer of the Fort Wayne Journal- 
Gazette Company, and will act as 
general manager of the paper under 
its new organization. James R. Flem- 
ing, U. S. district attorney, is chair- 
man of the board of directors. 


Fence Maker Appoints 


The Century Fence Company, Wau- 
kesha, Wis., has appointed Lauesen 
& Solomon, Chicago agency, to han- 
dle its advertising. 


Enro Shirt Has 
New Type Collar 


Louisville, Ky., Jan. 10.—A new 
boon to mankind in the form of a 
shirt collar that will not wilt even 
in sunburn temperatures, is being 
introduced by the Enro Shirt Com- 
pany, maker of men’s shirts, paja- 
mas and underwear. 

The new collar, known as the Vul- 
catex fused collar, is said to retain 
its dressy and stiff appearance with- 
out use of any starch in laundering. 
It will be made a part of the com- 
pany’s collar attached line of shirts. 
The Vulcatex is made under patents 
of the Tubenizing Process Corpora- 
tion. 


Select Maxon, Inc. 


Foreign advertising of Kelvinator 
Corporation and Leonard Refrigera- 
tor Company is now being handled 
by Maxon, Inc., New York. Frank 
B. Amos contacts the export divi- 
sions of both companies. 


Bement Makes Change 


Harold Bement has resigned as art 
director of the Goodwin Corporation 
and has joined the staff of Meat, 
Chicago, as director of the maga- 
zine’s art department. 


Verified CIRCULATION 


» 1934 


t paid co irculation 


es -81.69% 


* - 6979 


& 


A necessary aid in selling the 
Meat Packing and Allied Industries 


An unprejudiced circulation audit is necessary to enable buyers of adver- 
tising to appraise the true value of an advertising medium. That is why 
THE NATIONAL PROVISIONER welcomes the opportunity of pre- 
senting its full circulation facts in the interest of accurate, honest measure- 
ment of advertising value. 


THE NATIONAL PROVISIONER is a member of the Audit Bureau 
of Circulations, and presents its circulation figures to the unprejzdiced 


examination of this auditing organization. 


And every year these audit 


figures have given definite proof that THE NATIONAL PROVISIONER 


is giving full value and complete reader coverage. 
giving P £' 


81.69% subscription 


renewals for the period ending June 30, 1934, again showed the genuine 
acceptance of THE NATIONAL PROVISIONER in the Meat Packing 


and Allied Industries. 


Editorial excellence sells THE NATIONAL 


PROVISIONER to its subscribers—and it is editorial excellence that 
produces advertising results! 


For more than 45 years THE NATIONAL PROVISIONER has fol- 
lowed a policy of editorial enterprise that has resulted in a complete, 


stimulating editorial service. 


THE NATIONAL 


PROVISIONER 


holds the interest of executives in every department of the packing plant— 
the men who make the decisions, institute the purchases and watch every 
development in the industry. And only a publication that is specifically 
edited to interest all these key men can do an adequate job of selling the 
Meat Packing and Allied Industries! 


THE we and Allied or ied I 


Meat Packing and 


407 South Dearborn St., 


300 Madison Ave., New York City 


KTIONAL 
ovisioner 


diy 


akin. Illinois 


1031 So. Broadway, Los Angeles, California 


DEFENDS VALUE 
OF ADVERTISING 
AS SALES TOOL 


Poag Explains Usefulness in 
Auto Industry 


New York, Jan. 10.—Replying to 
current criticism of advertising as 
insincere and unnecessary, Emerson 
J. Poag, director of merchandising 
and advertising for Dodge Brothers 
Corporation, as- 
serts in a state- 
ment issued this 
week that adver- 
tising and _ pro- 
duction are 
“equally vital” in 
bringing before 
the public the 
newest in auto- 
mobile manufac- 
ture. 

“It has been 
the fashion, re- 
cently, in some 
quarters,” Mr. Poag says, “to chal- 
lenge the sincerity and worthwhile- 
ness, from the broad economic and 
sociological viewpoint, of all adver- 
tising—and rather foolish efforts 
have been made in its defense and 
justification. 

“I say ‘foolish’ because a mo- 
ment’s reflection should show that 
the advertising of an unworthy prod- 
uct or one lacking the merits claimed 
for it merely serves to bring this 
unworthiness or lack of merit to the 
notice of more people in less time 
than would otherwise be the case. 
And the louder and more lavish the 
advertising, the quicker this ‘boom- 
erang’ result is accomplished.” 


Taking automobile promotion as 
an example of the worth of adver- 
tising as a sales tool, Mr. Poag 
points out that at the time of the 
automobile shows each year, the 
work of the designers, engineers, 
and craftsmen is ended, for the 
time being, and the new cars await 
public approval or _ disapproval. 
Then advertising steps in: 


E. J. Poag 


Insists on Truth 


“With the cars at last under the 
limelight the second party to the 
premiere—advertising—takes its cue 
and sets about its equally vital role: 
that of informing the public of the 
reasons Why the public should be 
interested—telling in what respects 
the new cars are better, more com- 
fortable, safer, easier to ride in and 
drive, more economical to operate 
than ever before. 

“And the telling of this story— 
the time and place and manner of 
its telling—calls for as meticulous 
care and the exercise of a technique 
as highly specialized as that which 
brought the cars themselves into 
being.” 

Dodge Brothers Corporation has 
always insisted on truth in its ad- 
vertising, in the interests of truth 
and because truth in advertising, as 
in business, pays, he says. 

Directing his remarks to those 
who are skeptical regarding the sin- 
cerity and accuracy of all advertis- 
ing, Mr. Poag states that every illus- 
tration or line of Dodge copy refer- 
ring to mechanical features must 
have the written endorsement of 
competent engineering authority. 

The automobile and advertising 
have been more important than any 
other factors in shaping present-day 
life, and have “transformed the 
whole pace and complexion of mod- 
ern civilization,” Mr. Poag believes. 


Plan Large Campaign 


“Whether advertising accounts 
mainly for automobiles having been 
brought to their present state of 
perfection and into almost universal 
use or whether it was the automo- 
bile that supplied the ladder on 
which advertising has risen to its 
position in modern life is an argu- 
ment of only academic interest—like 
trying to determine whether it was 


the chicken or the egg that existed 
first. 

“All that can be said with cer- 
tainty is that they are both phe- 
nomena or manifestations of one of 
the world’s most significant eras— 
and greatest periods of progress— 
and that they arrived coincidentally. 
They were both ushered in and made 
necessary by a generation bent on 
finding ways of doing more work 
and doing it better in less time than 
ever before.” 


Map Aggressive Drive 


Dodge Brothers have mapped out 
a 1935 advertising and merchandis- 
ing program more aggressive and 
comprehensive than any the com- 
pany has arranged in recent years, 
Mr. Poag disclosed. 

“We are planning to build and 
sell more passenger cars, more com- 
mercial cars and more trucks—and 
by a very considerable margin—than 
we did last year. And these plans 
have been drawn, naturally, in the 
belief that business is going to be 
substantially improved generally.” 

Newspapers will be used to do the 
lion’s share of the Dodge advertising 
and selling work, as in other recent 
years, Mr. Poag said, one reason be- 
ing that through their use the selling 
effort can be more strictly localized 
and more economically controlled. 


WHICH ROAD 
DO YOU CHOOSE? 
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‘ou know that detours are 

always irritating, generally 
costly —and sometimes the 
cause of serious loss... Why 
suffer these handicaps in 
your printing or other produc- 
tion needs? Why have your 
printing continually detoured 
—one place for engravings, 
another for type-setting, some- 
where else for presswork?... 
When you put selling vehicles 
on the straight, smooth, fast pro- 
duction route —Faithorn 3-in-1— 
you avoid all detours. Yourjobs 
bowl merrily along; arrive on 
schedule—clean and hand- 
some, fit to carry your sales mes- 
sage with honor... You'll get 
convincing testimony if you write 
us for the names of executives 
we serve and samples of the 
productive work we are doing. 
Exceptionally well fitted to submit ideas, 


write copy, prepare sketches and draw- 
ings—through every step of production. 


@ For years the 
]. P. Smith Shoe Co. 
have routed much of 
their printing over 
Faithorn 3-in-l. Ask 
them how they likeitl 


ALWAYS 
THE FINEST AT FAITHORN 
FINEST ENGRAVING 
FINEST TYPOGRAPHY 
FINEST PRINTING 


You can use one or all—just as you wish, 
but all are here, ready to serve you... 
Speed, economy and satisfaction assured, 


FAITHORN 


CORPORATION 


504 Sherman St., Chicago « Wab. 7820 
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Vi oe topic of conversation out in the 
Pacific Northwest these days is the 
amazing rejuvenation of the %est tapy of 
Oregon—that rugged pioneer figure, The 
Oregonian—who jauntily stepped forth a re- 
cent morning in a stunning new costume. She 
fairly radiated the spirit of modern youth with 
shortened, easy-to-read headlines; colorful, 
broken make-up; banner sports lines; pictures 
galore, front page and inside; everything in the 
modern manner, brimming with life and spirit. 

In keeping with her youthful appearance, 
the 2on Lavy has gone in for new interests. 
Sports, for instance, intrigue her ‘in a larger 
way even than before. She’s joined a hunt 
club, and rides like the very devil; plays golf; 


shouts with the best of ‘em at football games; 


/ 


and flies to Camp Lewis for every polo contest. 
Never a boxing bout nor a wrestling match at 
which she isn’t an interested ring-side spectator. 

Naturally, thee Lapy’s increased interest 
in sports is reflected in the sports section, which 
has taken on new bulk and fairly bulges with 
columns and columns of “spot’’ sports news; 


special features; action pictures—a graphic 


“high light’ half-tone of sports the world | 


over, with extra heat, of course, on Pacific 
Coast sports. 

To be sure, Aunt Caroline shakes her head 
and solemnly opines that the 4p’ tapy has 
gone a bit daft on Youth and sports, but do 
the men and the younger folks of both sexes 


like it! Their three cheers resound 


UU throughout the generous breadth 


Ai 


LADY OF OREGON’ 


savings tog uy 


of Oregon and Washington. 

“The Yous LADY’s gone big league!’’ they 
chortle. 

The Wee apy smiles upon her numerous 
children and tells ‘em to watch her strut. 
She’s going to get younger and younger. Only 
in her honest basic policy of service to the 
public—a policy that has kept her in the fore- 
front of Western newspaperdom for 8 decades 
—will she remain unchanged. 

‘ 1 ek. ’ 

Meanwhile, alert advertisers are capitalizing 
the stir that thedesLapy has made out in the 
Pacific Northwest. They are growing increased 
sales in this rich market while thers Lapy 
is growing younger. String along for profits. 
Make sure The Oregonian is on your media list. 


OREGONIAN 


PORTLAND, 


OREGON 


National Representatives: VERREE & CONKLIN, INC., New York, Chicago, Detroit, San Francisco 
National Color Representatives: ASSOCIATED NEWSPAPER COLOR, INC., San Francisco, New York, Chicago, Detroit, Los Angeles 
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Matthew Foley, 
Hospital Day 
Founder, Dies 


Chicago, Jan. 9.—Funeral services 
for Matthew O. Foley, editorial di- 
rector of Hospital Management, and 
for many years a prominent figure 
in hospital circles, were held from 
St. Joseph’s church, Downers Grove, 
Ill., yesterday. Mr. Foley, who was 
45 years old, died late Friday night, 
Jan. 4, from a heart ailment. He 
had been confined to his home for 
two months. 

Mr. Foley, a native of Louisville, 
began his business career as a mem- 
ber of the sports staff of the Louwis- 
ville Post, and subsequently served 
the Chicago Inter Ocean and Chicago 
Herald and Examiner in a similar ca- 
pacity. Joining the editorial staff of 
Hospital Management 15 years ago, 
he was shortly named managing 
editor, and subsequently assumed 
complete direction of the publica- 
tion’s editorial activities as editorial 
director. 

Widely known in the _ hospital 
world for his outstanding work in the 
field of hospital administration, his 
outstanding accomplishment was the 
inauguration of National Hospital 


Day, celebrated each year on May 12, 
the anniversary of the birth of Flor- 
ence Nightingale. This day, first ob- 
served in 1921, was enthusiastically 
endorsed by President Harding and 
the Governor-General of Canada, and 
has subsequently been endorsed by 
all succeeding Presidents, and by 
hundreds of governors of states. 

Mr. Foley is survived by his widow 
and ten children, his mother, three 
brothers and three sisters. 


McCreery Picks Sterling 


for Fashion Advertising 

Fashion magazine advertising for 
James McCreery & Co. will be 
handled through the Sterling Adver- 
tising Agency, New York, which will 
also have charge of a series of spe- 
cial promotions. Harry B. Hull is 
account executive. 

Following enlargement of the 
agency’s copy and service staff, a 
suite on the 16th floor has been 
taken in addition to the 19th floor 
now occupied by the agency at 151 
W. 40th St., in order to accommodate 
the agency’s school, college and pub- 
licity departments. 


Ohio Agencies Combined 

The E. D. Wolover Advertising 
Agency and the Gordon Vichek Ad- 
vertising Agency of Cleveland have 
been consolidated under the name of 
the latter. E. D. Wolover is vice-presi- 
dent. 


General Electric Gives 
Radio Time to F.H.A. 


Dedicated to the American home, 
a new radio program will be inaugu- 
rated Jan. 13 over a nationwide NBC 
network, with the General Electric 
Company as sponsor. The company is 
turning the time over to the Federal 
Housing Administration in the inter- 
ests of home modernization. 

The first program probably will be 
broadcast from the room in which 
John Howard Payne’s “Home Sweet 
Home” was written. On the initial 
broadcast will be James A. Moffett, 
F.H.A. administrator, who will offi- 
cially accept the program on behalf 
of the government. 

Each week an outstanding Ameri- 
ean will appear on the program, 
while other features will be talks on 
“What Home Means to Me,” by peo- 
ple in various walks of life. Folk lore 
songs will also be used. Maxon, Inc., 
is the agency in charge. 


Aldred to Stedfeld 


Raymond Aldred has been ap- 
pointed business manager and secre- 
tary-treasurer of the H. L. Stedfeld 


Company, New York advertising 
agency. 
Perrill Named Manager 


Dale M. Perrill has been appointed 
manager of the radio department of 
Ruthrauff & Ryan, Ine., Chicago. 
J. O. Robinson will act as his assis- 


tant. 


iS 


Macleans 


5 Canadas Nace! Magazine 
_ ‘te a 


The Print Order 
for January 15 
Issue of 


Maclean’s Magazine 


262,500 copies— 


Maclean's 


Canadas National Magazine 


(Published by The Maclean Publishing 
Company, Limited) 


TORONTO 
Montreal 
London, Eng. 


New York 
Chicago 


MONTREAL PLANS 
9 PER GENT TAX 
ON ADVERTISING 


Local Adclub Enters Vocif- 
erous Protests 


Montreal, Que., Jan. 10.—Although 
it has been branded as uneconomic 
and unjust by the Montreal Advertis- 
ing Club and has caused strenuous 
objections from the printing trades, 
a proposal to levy a five per cent tax 
on advertising is nevertheless to be 
put to a vote of the Montreal city 
council. The tax has been approved 
by a special committee and action 
by the council is pending. 


The proposed tax applies only to 
the city of Montreal and is believed 
without precedent in Canadian mu- 
nicipal records. Montreal advertis- 
ing circles propose an appeal to the 
provincial legislature if the city for- 
mally adopts the measure by which 
it expects to raise $500,000 annually. 

It would apply not only to adver- 
tising appearing in city newspapers 
and to advertising in periodicals 
printed here but also to radio, show- 
ecards, posters, outdoor’ displays, 
signs, and direct mail, according to 
a city hall statement. 


Procedure Not Revealed 


How the city proposes to go about 
the mammoth job of calculating and 
collecting taxes on the enormous 
range of printed and published ma- 
terial which would presumably be 
affected, is not revealed. 

Montreal, Canada’s largest city, is 
in a financial morass and must in- 
crease city revenues at once by seven 
to eight million dollars annually. 
Four “brain trusts” have wrestled 
with the matter, one after the other, 


WORKERS TELL STORY 


Construction workers on the new 

|. J. Fox building in Boston do the 

talking in local advertising for the 

structure, all headed, “This new 

|. J. Fox building is a big break 
for me." 


and a multitude of taxation sugges- 
tions has simmered down to seven. 
The ideas rejected ranged all the 
way from levies on snowshoes and 
outside stairways to special taxes 
on baths in private homes. No de- 
tailed data is yet available on the 
actual operation of the measure if 
passed—that is, whether the pub- 
lisher and printer would be held li- 
able for the tax, having to absorb it 
with other costs, or whether any ef- 
fort would be made to get the reve- 
nues from the actual advertiser. 
Objections cover a wide range. 
Printing trades fear it will drive all 
business to out-of-town plants. Out- 
side competitors would have a price 
advantage when doing business in 
Montreal as compared with local re- 
tail firms, diverting retail trade out- 
side the city limits, it is claimed. 
Resolutions opposing the tax and 
pleas to reconsider the measure or 
kill it have poured in on the city 
hall but, to date, the plan still is to 
put it to the vote without delay. 


accordingly. 


February 3, 1935, 


becomes effective. 


1935. 


NEW YORK e WASHINGTON 


NBC ANNOUNCES 
RATE ADJUSTMENT 


Avrer more than 
a year of intensive analysis, covering 
both field strength and audience mail, 
the National Broadcasting Company 
has determined the number of radio 
families reachable through each NBC 
associated station, group and network 
—and has adjusted its network rates 


The new NBC Net- 
work Rate Card (No. 18) is ready— 
effective February 4, 1935. 


Network advertisers 
who have contracts with NBC as of 


continue on the present rate basis, may 
do so for any period or periods up to 
and including February 3, 1936, pro- 
viding that they continue existing series 
of broadcasts, using the facilities under 
contract at the time the rate adjustment 


facilities may be made only on the old 
rate basis, but the adjusted rates are 
applicable to all new broadcast series 
contracted for on and after February 4, 


NATIONAL BROADCASTING COMPANY, INC. 
A Radio Corporation of America Subsidiary 


e CHICAGO e 


and who desire to 


Additions to such 


SAN FRANCISCO 
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FREE FUR COATS 


WORTH OF 


FUR COATS 


TUNE IN 
EVERY THURSDAY 


LINIT, The Bathway to a soft, 
smooth skin, is again on the 
air, with an Hour of Charm, 
conducted by Phil Spitalny— 
beautiful music — bewitching 
singing—ond a Free Offer of 
TAY WRAY, noted Hollywood $346,000.00 of Fur Coats. Tune 


mreee ecto, 


pre) ip eee’ ter tow in every Thursday! 


Newspaper advertisement de- 

signed to increase interest in the 

Linit program and the fur coat 

contest being run in conjunction 
with it. 


NBC REARRANGES 
ENTIRE NETWORK 
RATE STRUCTURE 


New York, Jan. 10.—To bring 
charges to advertisers into closer 
relationship with reachable radio 
families, the National Broadcasting 
Company has adjusted its entire net- 
work rate structure. 

The action follows more than a 
year of analysis to determine the 
potential circulation of each NBC 
station, group, and network. The 
new rates become effective Feb. 4. 

“Ever since broadcast advertising 
started,” states Edgar Kobak, vice- 
president in charge of sales, “it has 
been a fundamental need that rates 
should be governed primarily by the 
number of radio families reachable 
through the station or network. 

“Not only does the adjustment 
establish network and group rates 
in closer accord with the service 
rendered, but the total rates also 
compare most favorably in total with 
the NBC network rates of previous 
years. On the Red network and all 
supplementayies, for instance, we 
estimate a relative decrease in the 
evening hour rate from approxi- 
mately $1.67 per thousand reachable 
radio families, 1927, to less than 80 
cents per thousand reachable radio 
families at the present time.” 

On the new NBC network rate 
card, No. 18, several innovations are 
listed. Discounts are placed on a 
more logical basis, giving emphasis 
to dollar volume. In addition, con- 
tinuous 52-week campaigns are to 
earn a special rebate at the end 
of each 52-week period. 


will 


Issue Statistics 


The Sunday afternoon rate be- 
tween the hours of 12 noon and 6 
Pp. m., local time, will be three-quar- 
ters of the regular night-time rate. 

Within the next few weeks, NBC 
will publish a new book, “NBC Net- 
work Aireas,”’ providing new maps 
and statistics for all NBC networks 
and groups. It is asserted that to- 
tal figures of potential circulation 
will be given, for the first time in 
radio history. These figures are the 
ones upon which the NBC rate ad- 
justment has been based. 

Under the adjusted rates, the to- 
tal charge for the basic Red net- 
work is: one hour, $7,120; one-half 
hour, $4,272; one-quarter hour, $2,- 
848; and for the basic Blue net- 
work, one hour, $6,120; one-half 
hour, $3,672; one-quarter hour, $2,- 
448. 

Totals for national service, with- 
out station WLW, Cincinnati, are, 
for the Red network of 65 outlets: 
one hour, $15,200; one-half hour, 
$9,120; one-quarter hour, $6,080; and 
for the Blue network of 62 outlets, 


one hour, $14,200; one-half hour, 
$8,520; one-quarter hour, $5,680. 


Breaks Record 


The annal year-end review edition 
of the Rock Island, Ill., Argus, pub- 
lished Dec. 31, was the largest in the 
history of the 81-year-old newspaper, 
from the standpoint of advertising 
lineage. Space sold aggregated 82,600 
lines, as compared with 81,333 lines 
in the 1931 year-end edition. 


Oakes to Chicago Agency 


Ralph Oakes has become a member 
of the staff of Aubrey, Moore & Wal- 
lace, Inc., Chicago advertising agency. 
He was formerly associated with the 
Chicago Tribune, Federal Electric 
Company, Sears, Roebuck & Co., and 
Armour & Co. 


Says Salesmen 


Of Today Know 
Their Fashion 


Chicago, Jan. 8.—Increased compe- 
tition is making business men, espe- 
cially salesmen, dress better, asserted 
E. R. Richer, advertising manager of 
the Marshall Field Store for Men, in 
addressing the Dotted Line Club yes- 
terday. 

“The salesman who is fighting for 
business,” said Mr. Richer, “is using 
improved appearance as one of his 
weapons. In the face of depression 
conditions, I am certain that busi- 
ness men, as a class, are dressing bet- 


ter now than they did five years 
ago.” 

The increased leisure periods en- 
joyed by most people, partly as a re- 
sult of the NRA, have also increased 
the importance of sports clothes in 
the stock of the clothier, he said. The 
volume of business in this classifica- 
tion is now almost great enough to 
be the equivalent of a new season, 
he declared. 


Settergren Advanced 


Albert G. Settergren, veteran sales- 
man of the Seattle branch of the 
American Type Founders Sales Cor- 
poration, Jersey City, N. J., has been 
appointed manager of that office. He 
succeeds F. C. Braden, recently named 
manager of the company’s San Fran- 
cisco branch. 


Canadian Credit 
Firm Names Walsh 


Advertising for the Commercial 
Credit Corporation of Canada, Ltd., 
with headquarters in Montreal, is 
now being handled by the Walsh Ad- 
vertising Company, Ltd., Windsor, 
Ont. 

The first of a series of advertise- 
ments headed, “Let’s buy more auto- 
mobiles and build greater prosperity 
for Canada,” will appear in Toronto 
and Montreal newspapers during mo- 
tor show week in those cities. 


Reduce Space Minimum 


One-sixteenth page space will be 
available in the National Geographic 
Magazine starting with the March is- 
sue. The new unit is one column 
by 14 lines, and costs $154.38. 


— | —— _— ‘ 
Millions. Smoke Kools, Boleighe. 


_ Kentucky’s leading big-money indus- 
tries know no seasons. 
industries are forced to idle along, the 

demand for these favorites of the. 
millions keeps the operating schedule 
at pre-depression levels. Salaries and 
wages continue. The unfailing pay- 
roll helps to maintain the volume 
buying of nationally advertised prod- 
ucts at the flourishing 
retail outlets. Kentucky 
always is a consistent 


When other | 


Es oe Spee ct, Of hap 


WHICH CREATE 816, 
PAYROLLS, AND 


pees: market: 


Here your advertis- } 


ing dollars CASH IN. They’ll move 
every type and price of merchandise 
into the hands of consumers more 
quickly because the buyers have the 
money. And two great newspapers. 
sasaeansid — Sec aon 


} when morning dawns upon + the . 
Bluegrass, THE COURIER-JOURNAL 
is favorite at the breakfast tables. 


@ and THE |LOUISVILLE TIMES com- 
pletes the coverage at sundown. 


Represented Nationally. By the.Branham Company 
THE COURIER-JOURNAL @ THE LOUISVILLE TIMES 


ad 


- 


give you coverage without competition from dawn to dusk. 
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Hart Named Manager 
by Health Products 


Health Products Corporation, New- 
ark, N. J., has appointed Clifford R. 
Hart as advertising manager for ll P 
Feen-a-mint, Dillard’s Aspergum, and To A atrons 
White’s cod liver oil concentrate tab- 
lets. } 

Mr. Hart was recently manager ot | Philadelphia, Pa., Jan. 10.—De- 
the New York office of Bowman-| signed to promote friendly under- 


Deute-Cummings, Inc. Previously he | .,. ss . ’ 
Sen gmsecietel with the Columbia | 8t#"4ing between the Pennsylvania 


Broadcasting System, and before that Railroad and the public it serves, 
was vice-president of the Frank| “Train Talks,” a four-page folder 
Presbrey Company for several years. dealing with “matters of mutual in- 
——e {terest and concern” is now being 

|furnished to the company’s patrons. 
The railroad’s new venture into 
institutional advertising made its 
debut with the December issue, and 
will appear from time to time. 


“Pennsy” Gives 
Special Folder 


Advance Prendergast 


W. Frank Prendergast, advertising 
manager of the Imperial Oil Com- 
pany, Toronto, has been promoted to 
the position of assistant to the presi- 
dent of the company. 


placed on each seat before passen- 
gers board a Pennsylvania train. 

A bird's-eye view of the railroad 
is given in the first issue. Topics 
include the extent of the railroad’s 
operations, taxes paid, and volume 
of freight and passenger traffic. 
Featured is a small map of principal 
Pennsylvania lines. 

In outlining the reasons for its 
publication, “Train Talks’ says: 

“The Pennsylvania Railroad be- 
lieves that people are more keenly 
interested in railroads than ever be- 
fore. Railroads, like ships, have kept 
the spirit of romance alive and held 
the fascination of old and young 
through the epoch-making changes 
of the new day. Far-flung electri- 
fication projects, streamlining, air 
conditioning, higher train speeds 


are greatly enhancing the old ro- 
mantic appeal. 

“Then too, whatever affects the 
railroads concerns the nation. With- 
out their service the life of the 
country could not go on.” 

It is asserted in the folder that 
“revival in the railroad field and in 
the heavy industries, of which the 
railroads are the largest customers, 
is probably the most important 
single essential in overcoming un- 
employment and restoring the busi- 
ness health of the nation.” 


Krichbaum Is New Name 


Effective Jan. 1, the Krichbaum- 
Liggett Company, Cleveland agency, 
is now known as the Krichbaum 
Company. Personnel of the agency 
remains unchanged. 


proves 


paper 


important fact . 


Thousand lines. 


i 
Over 4 Million 
the Change 


in Baltimore 


Tue News-Post’s gain of over three and one- 


half million lines in 1934 is positive proof of an 


classification of display linage accordingly. Now 
there is ONE great paper read in four out of 
every five homes in the A. B. C. city zone... 
81% of all families . 
the largest circulation ever 


MAINTAINED in Baltimore . . . 


city, gains in the suburbs, gains in the country 


. 193,600 DAILY 


. and constantly increasing. Equally im- 
pressive is the Baltimore Sunday American’s 
circulation of 219,235, largest in all of the South 


...and its advertising gain of over Six Hundred 
Things have CHANGED in 
Baltimore. 


BALTIMORE 
NEWS- POST 


NATIONALLY REPRESENTED BY RODNEY E. BOONE ORGANIZATION 


. advertisers now recognize 
the News-Post as Baltimore’s DECISIVE news- 


and have increased every major 


attained AND 


gains in the 


G. M. STATEMENT 


A Statement 
by 


GE 


G 


First General Motors institutional 

copy in newspapers for 1935, 

which appeared this week. Im- 

provements in 1935 models were 
outlined briefly. 


CENSUS SHOWS — 
GRAPHIC ARTS 
1933 ECLIPSE 


Washington, D. C., Jan. 10.—In- 
come of the printing and publishing 
industries slumped from $2,212,267,- 
000 in 1931 to $1,524,989,000 in 1933, 
the Bureau of the Census reports. 
The loss was 31.1 per cent. 

The newspaper and _ periodical 
branch of the industry fared some- 
what better than its neighbors in 
the book and job printing field, rev- 
enue for 1933 being $1,004,999,000, 
compared with $1,408,248,000 for 
1931, a loss of 28.7 per cent. 

The book and job printing contin- 
gent saw income shrink from $804,- 
018,000 in 1931 to $519,990,000 in 
1933, a decline of about 35.4 per 
cent. 

Newspapers had a total revenue 
of $667,820,000 in 1933, according to 
the report. This compares. with 
$886,522,000 in 1931. The 1933 total 
is made up of subscription income 
of $367,539,000 and advertising rev- 
enue of $569,674,000. 

Periodicals other than newspapers 
enjoyed 1933 sales of $269,293,000, 
subscriptions accounting for $128,- 
292,000, and advertising for $141,- 
001,000. 


How Field Was Divided 


The commercial printing field was 
divided into these classifications in 
1933: 

Newspapers and periodicals 
printed for publication for others, 
$54,118,000; books and pamphlets 
printed for publication by others, 
$47,253,000; ready prints, $2,322,000; 
maps and atlases made for others, 
$317,000; music printed for others, 
$929,000; labels, $20,358,000; tags 
and seals, $7,321,000; greeting cards, 
$7,812,000; railroad tariff, $3,834,- 
000; legal, $4,247,000; direct mail, 
$12,808,000. 

The last classification suffered the 
most severe shrinkage in its history, 
in all probability. The loss in 1933 
as compared with 1931 amounted to 
$23,117,000, or 64.3 per cent. Greet- 
ing cards suffered a decline of about 
49 per cent. 

The census report throws some 
interesting light on the popularity 
of various kinds of books, according 
to number of copies printed. Text 
books for school use are easily the 
leader in the field, 58,070,000 copies 
being printed in 1933. Juvenile 
books form the next largest classi- 
fication, with 22,346,000. 

Fiction is third, with 11,527,000, 
and books on religion and_ philos- 
ophy fourth, with 6,764,000. The 
total number of books printed in 
1933 was 268,948,000. 


C. C. Ferguson Dies 


Following an operation, Charles C. 
Ferguson, 80, editor of the Bloom- 
field, N. J., Press, died Jan. 3 in Moun- 
tainside Hospital at Bloomfield. 
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SAYS SALES ARE 
BASED ON FOUR 
HIDDEN DESIRES 


Psychologist Rips Mask 
From Buyer’s Face 


New York, Jan. 10.—Four compel- 
ling although unconscious desires 
prompt every purchase which a 
buyer makes, asserts Donald A. 
Laird of Colgate University in the 
current issue of Review of Reviews. 

These buying impulses that spring 
from the unconscious are the desire 
to be more masculine, the desire for 
romance, the desire for life, and 
the desire to be more adequate. 

When an advertising man or sales 
manager appreciates the prime im- 
portance of these unconscious de- 
sires, the Colgate psychologist says, 
he is in a better position to perform 
his work successfully. 

“When we ask the consumer why 
he buys a certain thing, he smiles 
blandly ... and says, ‘Because it is 
cheap’,”’ Mr. Laird relates. “That 
is not the reason at all, we may be 
fairly confident. In fact, it is doubt- 
ful if he really knows the why of 
most of the things he does or 
thinks.” 

Most people actually need few 
things, but desire many things, with- 
out understanding the real reason 
for wanting those things. At least 
90 per cent of the things people 
wish to have and to do are prompted 
by unconscious desires, Mr. Laird 
maintains. 

“All the flapper may be aware of 


‘consciously, for instance, is that she 


wants, more than anything else, a 
riding habit to wear every minute 
of the day. She does not know, as 
the psychoanalyst does, that she 
wants this riding habit because it 
resembles masculine apparel and 
that she had gnawing in her uncon- 
scious the wish that she had been 
born a boy.” 


Want to Be Masculine 


The average customer has within 
him the desire to be more mascu- 
line, many psychologists have dis- 
covered, and this craving is strong- 
er in women than in men. 

“It is responsible for the sun-tan 
suit, the boyish bob, the boyish fig- 
ure, the preference of office work 
to housework, of girls’ athletic 
teams, of women spectators at such 
mannish sports as horse races, big 
league baseball games, or the ring- 
side at Madison Square Garden,” 
Mr. Laird avers. In the case of men, 
“their coats must have padding in 
the shoulders to give them a mas- 
culine breadth.” 

When a customer buys’ more 
things or more expensive things than 
he can afford, he may be buying to 
impress an _ indifferent salesman. 
This type of purchase is an expres- 
sion of the unconscious desire to 
be more adequate, and is the cause 
of much of the returned merchan- 
dise problem. 

“When the salesman has an in- 
different manner it deflates the cus- 
tomer’s ego and makes him feel in- 
adequate and unimportant. Surveys 
have shown that from six to 68 per 
cent of the customers who quit 
trading at retail stores quit because 
of indifference, either real or imag- 
inary, on the part of the sales 
clerks. So they say.” 

Charles Atlas, Ltd., physique 
builder, is cited as an example of 
an advertiser who profits from the 
average person’s desire to be ade- 
quate, and Hind’s honey and almond 
cream advertising as typical of that 
which takes advantage of the buy- 
er’s deep desire for romance. 


Romance Important 


Whether one is waking or dream- 
ing, sane or insane, the thought of 
romance is ever-present in the mind, 
Mr. Laird points out. 

“Around the age of 15 this as- 
sumes serious significance for busi- 
ness. From then until she is about 


25 the young woman can never quite 
lose the idea that she must get her- 
self a husband. .. . She does not 
want a lipstick that will not need 
touching up all evening—she wants 
a lipstick that makes her kissable. 
She does not want a dress because 
it is a bargain—she wants it be- 
cause the saleslady said it made 
her look alluring.” 

Men react in similar ways to the 
powerful desire for romance. 

“Don’t let him fool you into think- 
ing he wants that automobile be- 
cause he needs transportation to 
and from work. Tell him that the 
model he is looking at is the one 
that has been admired by all girls— 
that they like the slant of the wind- 
shield.” 

Young men don’t ordinarily buy 


insurance in order to pay funeral 
expenses, and when the advertiser 
points out that girls regard with 
more favor the man who has the 
stability that insurance indicates, 
he is making a much stronger saleg 
appeal, the article suggests. 


Dread Grim Reaper 


Mr. Laird points out that old age 
is consciously dreaded by nine per 
cent of healthy persons, and death 
is feared by eight per cent more. 

“Now we can understand how 
there are so many big pharmaceuw 
tical companies .. . why people flock 
to California and Florida ... why 
ultra-violet sunlamps, vitamin foods 
and dairy products are in demand.” 

The Alemite Corporation’s “frozen- 
gear” advertising, picturing automo- 


bile collisions, makes a striking ap- 
peal to one’s unconscious desire for 
life, it is emphasized. 

Although the seller may not have 
realized it, sales have always been 
made on the basis of the four un- 
conscious desires, and modern un- 
derstanding of these fundamentals 
may change advertising and selling, 
Mr. Laird says. 

“A hundred field workers can 
spend a month accumulating ques- 
tionnaire information—‘consumer re 
search’—which will reveal the super- 
ficialities of human nature in rela- 
tion to his product. A fortnight of 
study and converse by a single spe- 
cialist who actually understands 
man’s unconscious would more 
likely uncover the fundamentals in 
the human being through which the 


sales cost for the product could be 
hammered down,” it is asserted. 


Barkam with Packer 


H. A. Barkam, formerly engaged in 
sales promotion for Princess Pat, 
Inc., Chicago, has joined Miller & 
Hart, Inc., Chicago packer, as ad- 
vertising manager. Mr. Barkam at 
one time was advertising manager 
of the Bendix-Stromberg Carburetor 
Company. 


Gets Radio Account 


The Marshall Field & Co. “Musical 
Clock,” heard on station KYW for 
five years before the station’s re 
moval from Chicago to Philadelphia, 
is now being placed by Aubrey, Moore 
& Wallace, Inc., on station WBBM, 
Chicago, every week-day from 7 to 
9 a. m. 


SELL THE SOUTHWEST MARKET 
WITH THE SOUTHWEST SYSTEM 


The Most Complete and Intensive Southwestern Radio Coverage 


LISTENING AREAS 


PRIMARY & INTENSE 


KOMA 


tREPRATING AND. : 
DISTRIBUTING STATION: 


STi ’ K 


NOTE: 


LISTENING AREA [7] 


SECONDARY & REGULAR 


LISTENING AREA [ 


SURVEY NOW IN PROGRESS . . 


tien of SECONDARY AREA 3,633,852. 


lopulation of PRIMARY AREA 8,542,978 
«++PRIMARY AREA BASED ON THEORETI 
CAL 500 MICROVOLT LINE AND LISTENER 
RESPONSE. ACTUAL FIELD STRENGTH 


You Can “Do Tricks” With the SBS Network... 
America’s Most Flexible Broadeasting System! 


Twelve major stations in twelve major markets 
give SBS the most complete coverage of any 
radio network or group in the Southwest. The 
map above illustrates this coverage of primary 
and secondary listening areas—with total pop- 
ulation of over 12 million, embracing the great 
percentage of Southwestern buying power. 


Now—get this important additional advantage 
—Flexibility. Live broadcasts (or transcrip- 
tions) can originate at any one of twelve dif- 
ferent SBS stations (thirteen including extra 
alternate station in Dallas). 


Should talent location or sales strategy dictate, 
program could be fed from as many as six or 
seven different SBS studios within a single 
broadcast period without the chance of inter- 
rupting a smooth flowing presentation. SBS 
High Fidelity lines transmit tones twice as low 
and twice as high as national network lines. 


The SBS Network’s flexibility is a challenge 
to the ingenuity of agency Radio departments 
and the sales strategy of general advertisers. 


New rate card on request! 


SOUTHWEST BROADCASTING SYSTEM — 


Lee H. Armer, President 


Fort Worth, Texas 


GREIG, BLAIR & SPIGHT, INC., National Representatives 


New York Chicago Detroit 


San Francisco Los Angeles 
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TOLEDO 


is one of the brightest busi- 
ness spots in America to- 
day. Payrolls are way up 
over last year. Retail trade is 
booming, forToledo is accus- 
tomed to spend the money 
it makes. And Outdoor Ad- 
vertising in Toledo gives 
you the startling low net 
advertising circulation cost 
of 10 cents per thousand! 


Consult your advertising 
counsel on the economy of 
Outdoor Advertising. It is 
the one form of advertising 
that merchandises itself— 
to jobbers, dealers and 
salesmen—because it is its 
own “Follow-Up.” And, of 
course, it is the one medi- 
um that maintains perpet- 
ual contact with your 
consuming public. 


Kentratl 


(A Packer Operation): 


CENTRAL OUTDOOR ADVERTISING CO., INC. 
Cleveland and Toledo 


SEALRIGHT DRIVE 
OFFERS CHILDREN 
MYSTERY BOOKS 


Rise in Demand for Milk, 
Ice Cream is Goal 


Fulton, N. Y., Jan. 10.—In the in- 
terest of dairies and plants using its 
milk bottle caps and ice cream con- 
tainers, the Sealright Company, 
Inc., is laying plans to boost Amer- 
ica’s home consumption of milk and 
ice cream by a special offer of ‘“‘mys- 
tery drawing books” to boys and 
girls. 

Regular advertisements in Good 
Housekeeping and the Saturday 
Evening Post will tell the quality 
story of Sealright milk bottle caps 
and ice cream cups and containers, 
and will also feature the book se- 
ries. 

The first two books in the series 
are “Adventures of Dot and Dan,” 
and “Jimmy and Jenny in Tiny 
Town.” “A few easy strokes with 
a pencil, and big pictures—in colors 
—appear almost like magic,’ copy 
reads. 

A dime and five Sealright milk 
bottle caps or three emblems cut 
from Sealright containers or cups 
will get Jimmy or Mary a copy of 
one of the books. The caps must 
come from bottles that the milkman 
leaves on doorstep or dumbwaiter. 
Only Sealright caps will pass mus- 
ter. 

The company expects that vocal 
anguish will reign in homes where 
milk bottles do not display its caps, 
and that mothers and _ fathers 
throughout the nation will hear the 
cry, “Why don’t we get milk that 
has Sealright caps?” 


The Answer Is Easy 


The ice cream story is a little dif- 
ferent. Instead of milk bottle caps, 
the youngsters will collect Sealright 
emblems cut from the Sealright cups 
or containers. Three emblems plus 
the dime are required. 

“One does not have to be Sher- 
lock Holmes or one of the prophets 
to know that plenty of ice cream is 
about to be consumed in families 
where there are young and ambitious 
children,” point out officials of the 
agency, Van Sant, Dugdale & Co., 
Inc., Baltimore. “The children will 
have their ‘mystery drawing books’ 
and everybody will revel in ice 
cream.” 

To supplement the national sched- 
ule to consumers, the campaign calls 
for special messages to the trade, 
explaining how dealers can tie in 
effectively with the “mystery draw- 
ing books” to bolster the efforts of 
the youthful lobbyists and win more 
business. It is expected that not 
less than 5,000,000 families will be 
reached in the course of the drive. 


“Cosmopolitan” Appoints 


Ned Doyle, formerly Western ad- 
vertising manager of Cosmopolitan, 
has been appoinfed. Eastern adver- 
tising manager. Lionel M. Bishop, 
for many years a member of the 
Western staff of the magazine, has 
been named Western advertising 
manager, with headquarters in Chi- 
eago. A. W. Hicks, Jr., continues as 
assistant business manager in New 
York. 


Paris Boosters Active 


The Syndicate d’Initiative, Paris, 
French equivalent of a city booster 
club, has issued a booklet of 24 pages 
entitled “Calendar of Paris,” which 
lists all special events for each day 
until the end of May. As June is the 
“erand season” of Paris, a special cal- 
endar will be published for that 
month. 


Leaves McKittrick 


Gertrude Byrne, for six years Chi- 
cago manager of the McKittrick Di- 
rectory of Advertisers, has resigned 
to take charge of her own venture, 
the magazine Women, official publi- 
cation of the Chicago and Cook 
County Federation of Women’s Or- 
ganizations. 
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Coffee advertising is again threat- 
ening to reach the stage of open 
warfare. Here is a Chicago news- 
paper advertisement for Jewel Tea 
Company which deplores the im- 
plication that some coffee is bad 
enough to make a man leave 
home. 


Peer to “Houston Press” 


G. E. Peer, who has served as circu- 
lation manager of the El Paso, Tex., 
Herald-Post since 1926, and who pre- 
viously was circulation manager of 
the Albuquerque, N. M., State Tri- 
bune, has been appointed circulation 
manager of the Houston, Tex., Press. 
Mr. Peer has been with the Scripps- 
Howard organization since 1914. 


Elect Edward Barnes 


Edward Barnes has been elected a 
vice-president of Young & Rubicam, 
Inc., New York. Mr. Barnes has been 
associated with the agency for eight 
years as a merchandising and con- 
tact executive, and will continue in 
that work. 
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RADIO STATION REPRESENTATIVES 
SEE PAGE 1, "RADIO ADVERTISING RATES AND DATA 


AY SCHOOLS 


ADVERTISING & COPY 
COMMERCIAL ART 
COM'L PHOTOGRAPHY 
LAYOUT AND LETTERING 
MEN'S FASHIONS AND 
PHOTO RETOUCHING 


Dept. L. V., 116 S. Mich. Blvd., Chicago 


Genuine 


TYPED LETTERS 


(Hooven Automatic) 


TA NKI Mail Advertising 


Service 


Booklet ‘* Brass Knuckles,’’ Free to Executives 
ATlantic 1290 


319 Fifth Ave., Pittsburgh, Pa. 


ATLAS PHOTO COPY CO. 


THREE LOCATIONS STA. 40. 


PHOTO STATS 


KAPID COPY SERVICE 


{Vanderbilt 3-3680 
New York lFor All Branches 
Cleveland: Main 9335 
{State 6013-4 


Chicago )State 5980-1 
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NRA OUTLINES 
BASIC POLICY 
ON ALLOWANCES 


Advertising Discounts Must 
Be Segregated 


Washington, D. C., Jan. 9.—When 
code restrictions on advertising al- 
lowances are proposed the provisions 
may limit such allowances to pay- 
ment for definite and specific adver- 
tising or promotion services, and may 
prohibit any price reduction, dis- 
count, bonus or rebate being desig- 
nated an advertising allowance, ac- 
cording te NRA policy on this sub- 
ject announced Saturday by the Na- 
tional Industrial Recovery Board. 

According to the announced policy, 
it may be provided that agreements 
to purchase advertising services from 
customers must be in written con- 
tracts separate from sales contracts. 
Such contracts must “specifically and 
completely set out the promotion 
services to be performed, together 
with the precise consideration to be 
paid therefor, the method of deter- 
mining performance, and all other 
terms and conditions related there- 
to.” 

Arrangements for publicity may be 
made, the policy specifies, in cases 
where “effective machinery therefor 
ean be devised.” Such arrangement 
should not be “so cumbersome that 
its cost will outweigh benefits to be 
gained.” 

The announcement of the new pol- 
icy recognizes that “code provisions 
declaring the giving of advertising 
allowances an unfair practice would 
not change the basic fact that sellers 
must price their goods to buyers and 
that certain buyers have promotion 
services which they are desirous of 
selling for which those who sell to 
them are willing to pay.” 


Separate Allowances 


“The remedy for such suspicion, 
secrecy, confusion, and misrepresen- 
tation as may be connected with ad- 
vertising allowances,’ the board’s 
statement continues, “lies in clearly 
separating the two activities involved 
in giving advertising allowances, 
causing that part of the advertising 
allowance which is actually a price 
reduction to appear in prices, caus- 
ing that part which is actually a pay- 
ment for advertising or promotion 
service to appear as such with defi- 
nite description of the service for 
which it is given, and with such pub- 
licity that it is unlikely that the pay- 
ment will be more than the competi- 
tive worth of the services involved.” 

The board approved a draft of sug- 
gested code provisions conforming 
with the new policy, both regarding 
advertising allowances and dealing 
with publicizing such allowances. The 
following was suggested for use in 
codes in which it is desired to regu- 
late advertising allowances: 

“No member of the trade/industry 
shall designate as an ‘advertising al- 
lowance,’ a ‘promotion allowance,’ or 
by a similar term, any price reduc- 
tion, discount, bonus, rebate, conces- 
sion, or other form of allowance, or 
any consideration for advertising or 
promotion services, offered or given 
by him to any customer. 

“No member of the trade/industry 
shall offer or give any consideration 
merely for ‘pushing,’ ‘advertising,’ or 
otherwise than for definite and spe- 
cific advertising or promotion serv- 
ices. Such consideration shall be 
given only pursuant to a separate 
written contract therefor, which con- 
tract shall specifically and completely 
set forth the advertising or promo- 
tional services (in such manner that 
their specific character may be under- 
stood by other members of the trade/ 
industry and their customers) to be 
performed by the recipient of such 
consideration, the precise considera- 
tion to be paid or given therefor by 
said member, the method of deter- 
mining performances, and all other 
terms and conditions relating there- 
to.” 


“Forum” Moves 


The Forum and Century Magazine 
has moved its offices from 441 Lex- 
ington Ave., New York, to the Gen- 
eral Electric Bldg., 570 Lexington 
Ave., New York. The new telephone 
number is Plaza 3-2315. 


Select Art Brown 


Art Brown, for the past ten years 
on the staff of Nation’s Business as 
associate editor, and later as director 
of mail promotion, has become busi- 
ness manager of The United States 
News, Washington, D. C. 


Packer Names Shaw-Betts 


The advertising account of the 
Nuckolls Packing Company, Pueblo, 
Colo., has been placed with Shaw- 
Betts, Inc., Denver. Newspapers will 
be used for the spring campaign. 


Reo Motor Car 
Company Starts 
Broad Campaign 


Lansing, Mich., Jan. 10.—With the 
continuation of the optional self- 
shifter as a feature of the 1935 mod- 
els, Reo Motor ‘Car Company this 
week got under way with its con- 
siderably intensified sales and ad- 
vertising campaign introducing the 
new low-priced Flying Cloud and 
Royale models. 

The campaign, which promises to 
make Reo an active competitor in 
the low price field, will embrace 
approximately 1,700 newspapers, an 
extensive list of magazines, and 


trade and class publications, spot 
radio announcements from 40 to 50 
stations, and a comprehensive direct 
mail drive designed to both stimu- 
late and broaden its dealer organi- 
zation. 


Besides featuring the self-shifter, 
the company’s advertising will stress 
the car’s resultant increased safety 
and greater ease of operation, said 
to have been made possible by elim- 
ination of the “old fashioned” gear 
shift. New streamlined style, and 
greater speed and comfort will also 
be emphasized. 


The passenger car line includes 
the Flying Cloud models priced from 
$795 for the two-door sedan, said to 
be the lowest priced sedan ever of- 
fered by Reo, and the new Royale 
models, priced from $985. 


National Brand Stores 
Open Midwestern Office 


New midwestern offices have been 
opened at 360 N. Michigan Ave., Chi- 
cago, by National Brands Stores, buy- 
ing and merchandising organization 
for wholesale grocers. M. M. Zimmer- 
man has been appointed merchandis- 
ing counsel to the organization, 
which also has offices at 24 California 
St., San Francisco. 

The first annual convention of the 
National Brands Stores jobbers will 
be held at the Congress Hotel, Chi- 
eago, Jan. 12. Headquarters during 
the food trade conventions will be at 
the Stevens Hotel. 


Newmark Dies 
Alexander Newmark, founder of 
several New York classified advertis- 
ing agencies, died suddenly Jan. 5. 


®POPULAR FALLACIES OF ADVERTISING 


should pay. 


records indicate? 


Ir we can credit certain critics, 
there are two diametrically op- 
posite things wrong with present 
day advertising— 


1. Nobody believes it. It is a war 
of meaningless claims. 


2. Too many people believe it. 
It leads them to spend millions of dol- 
lars for products beyond what they 


If advertising has lost its power to com- 
mand belief, advertisers should be the 
first to sense it. If it is an easy way to 
sales, business men should be the first 
to sense that, too. What do the current 


They show that as the volume of busi- 
ness fell off during the course of this de- 
pression, advertising volume fell off with 
it. As business has revived, advertising 
volume has risen in step. Magazine ad- 


ADVERTISING MEN resent 
attacks on the integrity and dig- 
nity of advertising. They hail fair 


defense. 
from unfair, uninformed, biased at- 
tacks. Coal, ice, banks, railroads, 
power and light, all hail the stout 


“Nobody Believes Advertising 
Anyway’ 


Every business suffers 


rose 15 per cent; radio expenditures rose 
40 per cent. 

Are business men watching carefully 
the results of these expenditures? .. . or 
are they continuing advertising just from 


defender. For twenty years NA- 
TION’S BUSINESS has fought 
fallacious thinking about every 
business. That is one reason why 
it holds the loyal interest and has 
the respect of 260,000 alert men 
in every business field. 


vertisers in 1934 used 30 per cent more 
lineage than in 1933, investing 22 per 
cent more dollars. Newspaper lineage 


force of habit . . . or because they want 
to support the magazines, newspapers 
and radio stations? We ask you. 


a NATION'S BUSINESS 


260,000 CIRCULATION 
PUBLISHED MONTHLY AT WASHINGTON BY THE UNITED STATES CHAMBER OF COMMERCE 
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COTY SHELVES 
COMBINATIONS 


New York, Jan. 10.— Warring 
against combination price offers of 
various items made by the same 
manufacturer, Coty, Inc., in a cur- 
rent campaign in drug publications, 
is announcing its discontinuance of 
the practice, and is inviting other 
manufacturers to follow suit. 


To create more perfume business 
for dealers by getting customers 
started in the habit of using per- 
fume, for the past three years Coty 
has been offering a bottle of per- 
fume free with a box of face pow- 
der, at the price of powder alone— 
$1.10 or 98 cents minimum. 

“This purpose has been achieved,” 
copy reads. “Sales records show 
that your Coty perfume business is 
today better than it has been for 
some time. And so we say to you: 
‘Sell—don’t give.’ The perfume vol- 
ume that you have given away in 
combination offers can now be se- 
cured for you—by selling perfume 
and face powder separately. 

“Therefore, Coty calls a halt to 
combination offers. And we invite 


NOW IT'S VITAMINS 


FIRST ‘se saown wovmuel FIRS] “see cazvwe conan 


OW... 


SCWLITZ SCHENTISTS AMMOUNCE THE PRESENCE OF HEALTH -Giving 


VITAMINS IN 


“VITAMINS | 


ar 


New newspaper campaign for 

Schlitz which roke Thursday, fea- 

turing vitamins in the brew. Bat- 

ten, Barton, Durstine & Osborn are 
in charge. 


other manufacturers to do_ the 
same.” 

In order to make it easier for 
dealers to sell Coty powder by it- 
self, the company is announcing in 


a nationwide newspaper campaign 
about Feb. 1, the reduction of the 
regular $1.10 powder to 75 cents. 
Insertions will be of smash size. 
Dealers are informed that the price 
reduction is not permanent, but is 
a special sales drive. 

Pointing out that with the special 
sales drive, the dealer will need a 
bigger stock of face powder, Coty 
announces it is offering a special 
“free goods deal,” consisting of a 
three-dozen assortment of the best- 
selling shades and odors of Coty 
face powder, “The Perfect 36.” With 
the assortment, the dealer gets two 
pieces free. Counter displays and 
window strips are furnished. 


Horton Staff Moves 


The executive staff of the Horton 
Mfg. Company, Ft. Wayne, Ind., 
maker of washing and ironing ma- 
chines, is now housed in new quar- 
ters at 731 Osage St. in that city. 
In addition to the new executive offi- 
ces, many improvements have been 
made in the factory. 


Goldey-Lox Names 


Goldey Brothers, Cincinnati cos- 
metic manufacturers, have placed the 
promotion and advertising of Goldey- 
Lox hair restorer with the Baer-Big- 
ler-Van De Mark Company of that 
city. Business papers and national 
publications will be used to promote 
sales to consumers through dealers. 


ARTISTS @ 


A LARGE, EFFICIENT AND 
COM PLETELY EQUIPPED 
PRINTING PLANT 


DAY and NIGHT 
OPERATION 


Printing and Advertising 
Counsellors 


Vecmnenesap cael 


equipment and bes 
workmen 


to furnish the names of well 
your printing problems and 


Secure our proposal 


All Departments 


Directors 


General Manager 


Printing 


Catalogues e Publications e General Printing 
Direct Mail Advertising 


COPYWRITERS °@ 
PLANNING © PHOTOGRAPHING 


DEPENDABLE PRINTING 


Business Methods and Financial Responsibility the Highest. Inquire of Credit 
Agency, Dun & Bradstreet, Inc., and First National Bank, Chicago, Illinois 


ENGRAVERS 


OUR SERVICES 
TYPESETTING 


(Linotype, Monotype and Hand) 


PRESSWORK 


(The Usual as well as Colors) 


BINDING 


(The Usual, Machine Gathering, 
Covering and Wireless Binding) 


e@ ELECTROTYPERS 


OUR 
SPECIALTIES 


Catalogues 
Booklets | 
Publications 
Trade Papers 
Magazines 
House Organs 
Price Lists 


PROPER QUALITY QUICK DELIVERY 
Because of up-to-date 


LUTHER LS. ROGERS, Chairman 
A. R. SCHULZ, President and 


MAILING 
(This Dept. is equipped to de- Pamphlets 
liver to the post office or custom- Proceedings 
ers as fast as printed and bound) Directories 
ELECTROTYPING AND Histories 
ENGRAVING Books 

(Our facilities are up-to-date and Broadsides 
can take care of any sized orders) Folders 

ADVERTISING SERVICE Circulars 


(Planning, copywriting, design- and 
ing, photographing and artwork) General Printing 


RIGHT PRICE 

Because of superior 

facilities and efficient 
management 


Because of automatic 
t machinery. Day and 
night service 


TO OUR PROSPECTIVE CUSTOMERS — Our growing business which comes from ail parts of 
the United States is because of satisfied customers. For your investigation further we will be pleased 


known firms who are our present customers. Consulting with us about 
asking for estimates does not place you under any obligation whatever. 


on your printing. Large and small orders solicited. 


Proposals made on all or any part of our services. 


*% 


PRINTING PRODUCTS CORPORATION 


Telephone WABASH 3380 


Setahinhed 1008 Polk and La Salle Streets 
Chicago, Illinois 
EXECUTIVES: 
J. W. HUTCHINSON, Vice Pres. and oe —— 
Sales Director W. E. FREELAND, Secretary and 
Treasurer 


Getting Personal 


Bill Benton sailed for Egypt this week. He will meet his mother 
there and the two of them will spend several months touring Europe. 
It is the first vacation of more than two weeks the B. & B. partner 
has had since he was in his teens. 


Saul Brown, immaculate in white ducks, was pictured on the 
sporting pages of the Herald Tribune this week, modestly fondling an 
80-pound sailfish he had hooked off Miami Beach. 


Bill Haskell, of the Herald Tribune, and the former Elizabeth 
Lewis Osgood have occupied their apartment at 27 Washington 
Square after an idyllic honeymoon spent at Bill’s camp deep in the 
woods of Putnam County. For company they had only another pair 
of honeymooners. The other groom is a w.k. advertising man, whose 
name cannot be divulged just now. 


Mr. and Mrs. James S. Adams (B. & B.) are proudly exhibiting 
a new son, Peter, who may grow up to become the general manager 
of a leading agency himself some day. 


R. Steele Sherratt, v.p. of Murray Breese, and Mrs. Sherratt are 
returning this week-end from a short vacation in the West Indies. . 


George Rosette, the w.k. radio news-commentator, is also v.p. of 
Peck. He can be heard in the new series over ABS sponsored by 
the publishers of Inside Stuff Magazine. 


As he signed the contract in behalf of Model Brassiere Company 
for the big hoarding atop the Criterion Theater, Howard Fillebrown, 
of Topping & Lloyd, was heard to observe that busts will be higher 
this year. 


Returning this week from a month's trip to the Windward 
Islands, Hazel Jennings, B.B.D.O. writer, immediately set about see- 
ing the sights of New York, her home city, in company with ship- 
board acquaintances who had stopped off to visit. She had no idea 
New York was so interesting. 


Roy Chapin, president of Hudson, is one of the foremost amateur 
photographers in the country. A common interest in this hobby led 
R. E. Olds to give the Hudson chief his first job in the motor car 
world with the Oldsmobile factory. 


Laurie Pratt, B.B.D.O. a.e. at Boston, is about inventing ski 
ailerons, the better to control his movements while fiying about on 
the Scandinavian snow skates. The idea hit him last Sunday, when 
he suffered a bad tumble at the sport. 


Louis Wiley will have plenty of congenial company when he is 
the guest of honor at the 36th annual dinner of the Society of the 
Genesee February 4. Among those at the head table will be Mrs. 
Ogden Reid, Herald Tribune; William T. Dewart, New York Sun, 
and John Bassett, Montreal Gazette. 

Nathan Leith, Einson-Freeman v.p., is thinking of bringing out 
a new edition of the dog map of the world for distribution to those 
of his friends who share his love of dogs. A prized copy of this 
curious work of art hangs on his office wall. 


Harry Payne, outstanding B.B.D.O. sportsman, is slightly the 
favorite in the betting on the chess tournament which got under way 
at the agency this week. However, before he can reach for another 
laurel wreath, he must down eight more formidable adversaries. 


Despite warnings of friends that the old swimming hole will 
probably turn out to be the site of a modern filling station, Frank 
Marshall, vice-president of Underwood & Underwood, Chicago, has 
entrained for the scenes of his boyhood at Citronella, Ala. . . 


Fred Boulton, art director for J. W. T., Chicago, has returned 
from a successful hunting expedition, reporting that the average cost 
of each duck he brought back was only $11. . . The sporting taste of 
Charles Prilik, the other Thompson art director, runs to babbling 
brooks and the inhabitants thereof. Four magnificent specimens of 
rainbow trout on his office wall testify to his skill with the rod... 

Charles Daniel Frey, Jr., son of the Chicago advertising agent, 
will go in for swords and artillery, instead of layouts and pictures. 
Young Frey, an only son, has won an appointment to the United 
States Military Academy at West Point. . . Jack Riley, service chief 
for Erwin, Wasey, Chicago, has wearied of the vicissitudes of city 
life and headed back for his native heath of Texas... 


New striking catalogs such as Joslyn Mfq. & Supply Co., represent 
their company forcefully. ‘The Binding Gives the First Impression." 


Unsolicited, a customer recently wrote us: 


"| certainly like not only the splendid service you have been 
giving us, but also the delightful way you have carried 
through the binding conceptions of our designer.” 


DUMMIES RECOMMENDATIONS 


BROCK 2 RANKIN 


ESTIMATES 


comrormar 


619 South La Salle Street CHICAGO Phone Harrison 0429 
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| Mrs. Baird's is glad Hormel! thanks | 
| to avoid contusion, Mrs. Baird's for a 

i} Hormel! fine spirit of 

fair play 


MRS. BAIRD ! 
BREAD ey | 


Stays Fresh Longer SOUPS > MEATS 


Mrs. Baird's Bread Company, Dal- 
las, Tex., brought out a new 
“Flavor Sealed" bread, whereupon 
Geo. A. Hormel & Co. objected. 
They patched up their differences 
amicably, as this joint newspaper 
page published in Dallas last week 
testifies. 


BAKER ABANDONS 
‘FLAVOR SEALED’ 
NAME FOR BREAD 


Hormel and Dallas Firm in 
Joint Advertisement 


Dallas, Tex., Jan. 9.—A signal ex- 
ample of cooperation in solving a 
problem in duplication of trade 
names is shown in a joint newspaper 
advertisement published here last 
weekend by Mrs. Baird’s Bread Com- 
pany of Dallas, and Geo. A. Hormel 
& Co., Austin, Minn. 

Three months ago the bread com- 
pany applied the name “flavor 
sealed” to its product, whereupon 
Hormel called its attention to the 
fact that the Austin firm had for ten 
years used the words to describe its 
line of canned meats and soups. 

In the full-page newspaper adver- 
tisement, the bread company takes 
the left hand space to announce that 
henceforth its bread will be titled 
“Flavor Protected,” while in the 
right hand space, the Hormel com- 
pany expresses appreciation for the 
bread baker’s attitude. 

Adding interest to the advertise- 
ment is the fact that in many re- 
spects, the bread company’s copy and 
Hormel copy are similar. 

“Mrs. Baird’s is glad to avoid con- 
fusion, Hormel!” is the baking com- 
pany’s salute, while directly opposite 
are the words, “Hormel thanks Mrs. 
Baird’s for a fine spirit of fair play.” 


Stops Use of Term 


“When Geo. A. Hormel & Co. 
kindly called our attention to their 
long exclusive use of the words 
‘Flavor Sealed’ to describe a quality 
line of canned meats and soups in- 
troduced by that good company in 
1925, and expressed the feeling that 
the use of the same words by an- 
other company might cause some 
confusion to the public and eventu- 
ally detract something from the 
value of this term formerly enjoyed 
exclusively by them, we at Mrs. 
Baird’s saw the reasonableness of the 
Hormel position and promptly decid- 
ed to change our descriptive term 
from Flavor Sealed to ‘Flavor Pro- 
tected’—which equally well explains 
the new freshness found in Mrs. 
Baird’s Bread and expresses the out- 
standing reason why now, more than 
ever, Mrs. Baird’s Bread Stays Fresh 
Longer,” the bread copy points out. 

The company adds that the intro- 
ductory advertising program featur- 
ing the “Flavor Sealed” quality in its 
bread has just been completed, and 
that it will use that name no longer 
in its advertising. The words Flavor 
Sealed, however, will remain on the 
company’s bread wrappers until the 
present wrapper supply is exhausted. 

“In extending publicly our apolo- 


gies to the Hormel people, we ex- 
press the hope that they have been 
helped, if anything, rather than 
harmed, by our brief but extensive 
use of Flavor Sealed. Their courtesy 
in connection with this matter has 
been one of the finest exhibitions 
of a friendly, cooperative business 
spirit that we have ever witnessed,” 
copy concludes. 


In its copy, Hormel likewise takes 
advantage of the situation to tell 
Dallas and vicinity the merits of its 
flavor sealing process, first applied 
in 1925 to ham, and then to chicken, 
spiced ham, chicken broth, breakfast 
sausage, soups, and more recently, 
corned beef hash and chili con 
carne. Through extensive advertis- 
ing, the name Flavor-Sealed has 


come to be almost synonymous witlr 
Hormel, the company declares. 

Talking “across” the page Hormel 
compliments the bread company on 
its generous cooperation, and con- 
cludes: 

“We hope that in the future you 
will find occasion to enjoy Hormel 
Flavor Sealed meats and soups. We 
are sorry that the great distance be- 
tween your plant and ours prevents 
us from enjoying your Flavor Pro- 
tected Bread.” 


Joins Muench & Co. 


Virginia Garberson, previously a 
home economics publicity agent for 
the National Live Stock and Meat 
Board, has been added to the staff of 
C. Wendel Muench & Co., Chicago ad- 
vertising agency. 


President Says 
3-Cent Postage 
Is Still Needed 


Washington, D. C., Jan. 10.—The 
President, in his budget message to 
the Seventy-fourth Congress, recom- 
mended the continuance of the three- 
cent postage rate on non-local first 
class mail. The argument held that 
it was necessary to maintain the 
financial status of the Post Office 
Department and to assist in the ex- 
tension of the air mail service. 

The three-cent rate on first class 
mail will expire July 1, unless Con- 
gress passes a new law continuing 


it. The income from this source is 
estimated at $75,000,000. 

Several bills which would restore 
the two-cent first class mail rate 
have been presented, but do not 
have administration support. 


Furmoto Appoints 
McGiveran-Child 


Furmoto Chemical Company, Ltd., 
Chicago, branch of an English con- 
cern, has placed its advertising with 
McGiveran-Child Company, Chicago, 
which is planning a newspaper cam- 
paign for spring.. Furmoto manufac- 
tures a furniture polish, among 
other products. 

Biedermann Brothers, coffee roast- 
ers of Chicago, have also appointed 
the agency to handle their account. 


~ IMPORTANT 


BUSY PLANTS | 


rite aoe 


_ throughout the : 
| Manufacturing | 
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FACTORY will HELP YOU SELL THEM in 1935 


The kind of advertising you want to buy 
in 1935 is the kind that will help you 
get business from these important busy 
plants. That’s why you'll want to use 
FACTORY in 1935—for this is the job 
FACTORY can do—and do economically. 


Without spending big money you can 
make sure of your advertising reaching 
14,500 of these busy, worthwhile plants 
—throughout the manufacturing indus- 
tries. And without wasting money—for 
every cent you spend in FACTORY buys 


manufacturing plants only. 


abc 
* 
abp 


A McGRAW-HILL PUBLICATION e 330 West 42nd Street, New York Clty 


And you can be sure of your advertis- 
ing doing a selling job in FACTORY 
because the men who subscribe to 
FACTORY are plant operating men—the 
men your salesmen call on. They, di- 
rectly and indirectly, buy the things you 


make. More of these men subscribe to 


paper. 


Your advertising in FACTORY will 
give you the busy, worthwhile plants— 
the right men in those plants for you— 
without wasting a cent of your money 


FACTORY than to any other business 


doing odd, unnecessary jobs. 


FACTORY 
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W. R. Jenkins, secretary of Trade- 
Ways, Inc., New York, will join the} 
home office staff of the Northwestern | 
National Life Insurance Company, 
Minneapolis, about March 1. Mr. 
Jenkins was editor-in-chief of the 
company’s “Guide to Successful Life 
Underwriting.” His new duties will 
consist of sales research as related 
to sales instruction for company 
agents. 


Goes t Madecunitere | 


DECIDED 
mprovement 


Business in Akron has shown a de- 
cided improvement. More people 
are making money—more money is 
being spent. 


These figures taken from Bulletin of 
Business Research—Ohio State Uni- 
versity covering the period from 
January | to December |, 1934, 
show the following— 


INCREASE IN EMPLOYMENT 


All industries 19% 
Manufacturing 18% 


INCREASE IN AUTOMOBILE 
SALES 


Passenger cars 46%, 
Trucks 123% 


INCREASE—Bank Debits 42% 
Spend your advertising money in 
Akron where returns are sure. 


“AKRON 
BEACON 
JOURNAL 


Member A. B. C.—A. N. 


Major Market Newspapers, Inc. 
Represented by Story, Brooks & 
inley 


AGENTS EXEMPT 
FROM ILLINOIS 
OCCUPATION TAX 


Burden Is Placed on Sources 
of Supply 


Springfield, Ill., Jan. 10.—The bur- 
den of paying the Illinois occupation 
tax of two per cent is transferred 
from advertising agencies to artists, 
photographers, electrotypers, photo- 
engravers and printers by a ruling 
handed down this week by the De- 
partment of Finance. 

The retroactive decision, given as 
“Special Rule No. 89," means that 
about 25 advertising agencies which 
have been paying the tax since July 
1, 1933, are entitled to refunds, while 
the Department of Finance will at- 
tempt to collect back taxes from a 
large number of supply sources. The 
suit of a group of Chicago photo-en- 
gravers, contending that their prod- 
ucts are not tangible goods and 
therefore are not liable to the tax, 
is still pending. 

The ruling of the Department of 
Finance was based on the assump- 
tion that the advertising agency is 
merely the agent of the advertiser. 
Orders of agencies, however, should 
indicate the name of the client, and 
each bill for advertising space or 
radio time should be rendered to the 
client separately, the ruling said. 

An advertising agency which oper- 
ates a type-setting department is 
liable to a tax on that part of its 
income, according to the decision. 

Special Rule No. 89 reads as fol- 
lows: 


Text of Ruling 


“An advertising agency is deemed 
to act as agent for a disclosed prin- 
cipal and does not incur a liability 
for Retailers’ Occupation Tax in 
cases where it merely obtains for its 
client photographs, art-work, electro- 
types, mats, photo-engravings, print- 
ed matter or other such tangible per- 
sonal property from other persons 
who are advised as to the identity 
of the client of the agency, and 
where the ultimate responsibility for 
payment for such property rests 
upon the client. If purchase orders 
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STOCKING RUNS AGAIN 


DEB forsrocanc RUNS 


v-™ . 


’ F 


LUX SAVES STOCKING ELASTICITY 


The Lux stocking elasticity theme 

reappeared in new form this week 

in newspapers, with prominent 
debs cast in the leading roles. 


ziven by an advertising agency to 
vendors of the various items men- 
tioned above bear on their face the 
name of the client for whom such 
items are to be produced or procured, 
this fact will be taken as affirmative 
evidence that the advertising agency 
is the legal agent of its client. In 
such cases, artists, commercial pho- 
tographers, electrotypers, photo-en- 
gravers, mat makers or printers mak- 
ing sales of tangible personal prop- 
erty to a user or consumer (i.e., the 
client) will be held liable for the 
tax, notwithstanding that they may 
deliver such property to, and bill the 
advertising agency for the same. 

“Where an advertising agency it- 
self performs any mechanical opera- 
tions, such as the production of elec- 
trotypes, printed matter, photog- 
raphy, or art-work, it will be held 
liable for tax with respect to that 
part of its receipts accruing from the 
sale of any such tangible personal 
property, the title to which it trans- 
fers to its client for a consideration, 
notwithstanding that physical pos- 
session of such items may be re- 
tained by the agency. An advertising 
agency will likewise be held liable 
for the tax where it orders items of 
tangible personal property to be pro- 
duced or procured for it by other 
persons on behalf of a principal (i.e., 
a client) who is unknown or undis- 
closed to such producer or procurer, 
and subsequently transfers title to 
such property to its client. 

“The tax will not apply with re- 


spect to receipts of an advertising 
agency from the value of art-work or 
‘layouts’ produced within its own 
office exclusively for the purpose of 
visualizing an idea to a client for 
the purpose of preparing advertising 
materials, if the advertising agency 
retains title and possession of such 
‘layouts.” Nor will the tax apply in 
any case to receipts of an advertising 
agency accruing from services ren- 
dered, advertising space purchased, 
or radio broadcasting time _ pur- 
chased, where such items are sepa- 
rately billed to its client.” 


Future Prune 
Advertising 
Is in Doubt 


San Francisco, Cal., Jan. 9.—Un- 
less new plans develop, the present 
season will be the last in which Cal- 
ifornia prunes will be nationally 
idvertised, according to Ray Ran- 
lall, advertising manager of the 
United Prune Growers of California. 

Explaining the situation faced by 
the prune industry in its efforts to 
maintain prune sales in competition 
with many other advertised fruits 
and foods, Mr. Randall points out 
that the United, which has _ spon- 
sored national advertising campaigns 
for the past three years, will pass 
out of existence at the end of this 
season. 

The California Prune Marketing 
Agreement under which the indus- 
try is now operating does not con- 
tain any provision for further ad- 
vertising activities. As to future 
advertising, the decision rests with 
the growers. 

The national campaigns in the 
past three seasons have played a 
vitally important part in increasing 
consumer demand for California 
prunes, and in bringing about im- 
proved conditions within the indus- 
try, according to Mr. Randall. 

“The great majority of grower 
sentiment appears to be favorable 
to the continuance of the industry 
advertising campaigns,” he asserted. 
“The big problem now is to crystal- 
lize this feeling so that a definite 
program can be worked out and put 
into effect.” 

United’s current campaign has 
been financed with funds saved from 
its appropriations of the two pre- 
vious years. It is built around re- 
cent discoveries regarding dietetic 
ind nutritive values of prunes. 


United started advertising early 
in 1933, and then sponsored a more 
extensive campaign in the 1933-34 
season, in domestic markets and in 
two foreign countries. Advertising 
for California prunes has included 
national magazines, newspapers, 
posters, radio, and many class and 
trade publications. 


Fawcett Cc hemes 


Editorial Personnel 


Capt. Roscoe Fawcett, vice-presi- 
dent and general manager of Fawcett 
Publications, has announced several 
changes in editorial personnel. 

Laurence Reid, for eight years edi- 
tor of Motion Picture Publications, 
has been made managing editor of 
Motion Picture and Movie Classic, as 
well as Fawcett’s Screen Book, 
Screen Play, Hollywood, Radioland 
and Romantic Movie Stories. 

Patricia Reilly, formerly with Red- 
book and College Humor, and more 
recently with Esquire, was appointed 
executive editor of Motion Picture 
Magazine, to work closely with Capt. 
Fawcett as editor. 

Murphy McHenry, former Screen 
Play editor, is now editor of Movie 
Classic and William Gaines is execu- 
tive editor of Screen Play, having 
formerly been with Photoplay. Carl 
Schroeder will edit Screen Book and 
Don Cooley continues as executive 
editor of Radioland. 

James Reid, of Motion Picture Pub- 
lications’ editorial staff was made 
executive editor of Hollywood. Doug- 
las Lurton, former Fawcett managing 
editor, has been appointed supervis- 
ing editor of all 16 Fawcett and Mo- 
tion Picture Publications. 


Pure Oil Sponsors 


Educational Picture 


“Petroleum—the Liquid Mineral,” a 
four-reel educational motion picture 
film, is being distributed under the 
sponsorship of the Pure Oil Com- 
pany. It was prepared under super- 
vision of the United States Bureau 
of Mines, Department of the In- 
terior. 

The film shows the production and 
refining of oil, and the distribution 
and use of refined petroleum prod- 
ucts. It will be used at sales train- 
ing schools and dealer meetings, and 
is also available for display at 
churches, club, schools, and civic and 
business groups. 


Isaac to Lord & Thomas 


George Isaac, formerly commercial 
manager of WGN, has been appointed 
executive head of the radio depart- 
ment of the Chicago office of Lord & 
Thomas. Lewis Goodkind and Basil 
Loughrane continue in their respec- 
tive duties. 


Illustration by Carl Setterberg for the 
Buick Motor Car Company + Agency, The 
Campbell-Ewald Company + Detroit, Mich. 


FAWN ART STUDIOS, 


INCORPORATED -~ 


NEW YORK 


* BUFFALO 


CLEVELAND 


DETROIT 
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teins. 0 Sahil Rae es ai Bs. 


You'll know that Leyaren a Hiller made such 
and such a costume illustration or such and 
such a dramatization of a historical event. 
And you'll recognize him in powerful character 
studies or spectacular accidents, surgical opera- 
tions, or maybe you'll think of Hiller just 
because some illustration is so fantastically 
unusual that just nobody else in the world 
could have done it! 


Naturally we appreciate the top-notch repu- 
tation that Lejaren a Hiller has for spectacu- 
lar work. 


But frankly most of his work is mot of spec- 
tacular subjects. 


The same dramatic instinct, the same innate 
photographic showmanship that has brought 


such a tremendous lot of publicity to certain 
of his more spectacular illustrations is evident 
every day in scores and scores of illustrations 
that are never attributed to him at all. 


Lejaren a Hiller’s particular genius for story 
telling in photography sees no oddity in slip- 
ping from ‘battlefields to babies, from hoose- 
gows to housewives. Across his ground glass 
flashes an unbelievably varied parade of dis- 
sociate subjects—and yet he makes them all 
ring true. 


It is logical to an artist of Lejaren a Hiller’s 
stamp that the same subtleties that make a 
spectacular illustration ring true should apply 
to even such a homey illustration as the above. 


It’s a typical Hiller illustration even though 


- 


-you may not realize it. Why? Because it tells 


a story! The understanding wife, the enthusi- 
astic reminiscent husband as he calls his 
mother—father—old family friend—it doesn’t 
matter whom. It can’t matter. It’s an adver- 
tisement for N. W. Ayer and Son, for the 
American Telephone and Telegraph Company 
and it has just one thing to say—*‘a telephone 
call brings you close to those you love, no 
matter where they are.” . 


We think it says it. Says it in the character- 
istically sincere and powerful way that stamps 
every Hiller illustration regardless of the sub- 
ject. We think any photographic artist so 
versatile as Lejaren 4 Hiller ought to have a 
chance to use some of his remarkable talent on 
well,—say that next job of yours. 


UNDERWOOD & UNDERWOOD 


242 W. 55th Street, New York 


125 N. Wabash Avenue, Chicago, IIl. 


230 E. Alexandrine Street, Detroit, Mich. 
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ADVERTISING AGE 


January 12, 1935 


SCHOLL’S DEALER 
AIDS TO FEATURE 
‘STREET SINGER’ 


Personal Experience Stories 
Scheduled for Broadcast © 


New York, Jan. 10.—In going on 
the air next week, the Scholl Mfg. 


Company, Chicago, will utilize the 
dramatic qualities of the program 
to give increased interest to its 


dealer tie-up materials. 

Dr. Scholl has been known in the 
trade over a pericd of years for ex- 
tensive cooperation with the dealer. 
Tie-up of the dealer with the man- 
ufacturer’s advertising has been one 
of the strong features of the Scholl 
campaigns. 

The principal merchandising aids 
to be used at the point of purchase 
will be posters and window and coun- 
ter cards, which, because of the 
colorful characteristics of the radio 
program, will have greater atten- 
tion-getting value than those here- 
tofore employed for Zino-pads and 
other foot :cmedies and appliances. 

A large increase has been made 
in the company’s advertising bud- 
get for 1935, most of it being the 
entry into a widespread broadcast. 
The publication advertising will 
continue along the line heretofore 
followed and will be approximately 
the same in scope. Thirty-three na- 
tional magazines are _ scheduled. 
More than 500 Sunday and daily 
newspapers will carry Scholl copy 
in all important trade _ centers. 
Drug, shoe and medical papers will 
also be employed. 


Elaborate Promotion 


In taking the story of the new 
campaign developments to the 
trade, Dr. Scholl made a presenta- 
tion said to be somewhat more elab- 
orate than those usually made. A 
number of brochures were issued. 
Tie-up possibilities and general fea- 
tures of the plan have met with 
enthusiastic dealer response, it is 
reported. 

The new program starts Jan. 15 
over the Mutual Broadcasting Sys- 


EXHIBITS 


PID'S CELEB 
RIES!) 


RA 
3 


(As Rudy Vallee 
might sing an ad 
for us. Pardon us, Mr. Vallee, it’s all 
in fun.) 


Love, dove, June, Moon. 
Bliss, kiss, croon, tune. 
RAPID COPY’S SERVICE IS 
) 


PEEDY. 
NOTHING ABOUT THOSE LADS 
IS SEEDY. 
Far from alarms, sweethearts two. 
In your arms, eyes of blue. 
THEY KNOW YOUR WANTS, 
THEY GET THINGS RIGHT, 
MORNING, AFTERNOON AND 
NIGHT. 
Love, dove, June, moon, 


Mush, slush, ~- hush. 
_PHOTOSTATS _ 
RAPID COPY SERVICE 


NEW YORKS Vanderbilt 3-3680 
a For all bran 
CLEVELAND: Main 9335 


~ State 6013-4 
CHICAGO { Stat Soso-t 


tem network, including WOR, New- 
ark; WGN, Chicago; WLW, Cin- 
cinnati, and WXYZ, Detroit. It will 
be heard Tuesdays, Thursdays and 
Saturdays at 7:30 p. m., EST. La- 
ter, it is expected that other sta- 
tions will be added. 


Arthur Tracy Featured 


Arthur Tracy, “the Street Singer,” 
will be the main attraction, return- 
ing to radio after a personal ap- 
pearance tour of theaters through- 
out the United States and Canada. 

The Scholl products will be an- 
nounced in dramatized personal ex- 
perience stories told by several 
voices. The point of purchase tie-up 
material will feature “the Street 
Singer.” The campaign is in charge 
of Donahue & Coe, Inc. 


“ ° a York. 
Junior Home Magazine .,|the publication in the Middle West 
to Change Name in April | witn Chicago headquarters. 
Starting with the April issue, es 
Junior Home Magazine will appear ° : 
under a new name, Junior Home for Join Wertheimer 
Mothers. The present parents’ sec- W. D. Christman, formerly with 
tion of the publication will form the| Wendell P. Colton Company, has 
nucleus for Junior Home for Mothers. joined L. D. Wertheimer Company, 
The publication’s service to mothers| New York advertising agency, as 
will be broadened. director of the copy department. 

No material directly for children Langdon Caskin, Jr., formerly with 
will appear in the publication in the| Donahue & Coe, Inc., has also 
new form. Material in the present | Joined the agency to serve on plans 
children’s section of Junior Home| 4nd contact. 
will be combined with the magazine, 
Children’s Activities, established last | 
December. 

Junior Home has established a new 
circulation guarantee of 130,000 net) sistant manager and production and 
paid A.B.C., effective immediately. | advertising manager of the Manger 
C. J. Kreidler will continue as adver: | Hotel chain, has been appointed 


James Mason will represent 


Name Waggoner Manager 
Lionel K. Waggoner, formerly as- 


tising manager of Junior Home for| manager of the Hotel Mansfield, 12 
Mothers, with headquarters in New) W. 44th St., New York, under direc- 


tion of the Joseph P. Day Manage- 
ment Corporation. 


Joins Tyson 


Edward R. Schern, recently in the 
Simmons-Boardman art department 
and previously with Ivins Advertis- 
ing Service, Jersey City, N. J., and 
Wendell P. Colton Company, New 
York agency, has been made produc 
tion manager of O. S. Tyson & Co., 
Inc., New York agency. 


Open Advertising Course 


Seventy-three young women en- 
rolled this week in the 18-week in- 
troductory course in advertising, 
sponsored by the Philadelphia Club 
of Advertising Women for eight 
consecutive years. The largest group 
of entrants is from the secretarial 
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ADVERTISING AGE 


LUMBERMEN IN 
AIR CAMPAIGN 


Dallas, Tex., Jan. 10—Drawing 
attention to the benefits of home 
building and modernization, 1,200 
retail lumber dealers’ throughout 
Texas and Oklahoma are sponsoring 
a series of “Friendly Builder’s” ra- 
dio programs, and are publicizing 
the series in newspapers and direct 
mail. 

The programs are designed to ad- 
vertise the allied products of the 
Texas Lumbermen’s’_ Association. 
Commercial copy does not refer to 


any particular dealer, and is held to 
a minimum, but that used is read 
in a simple, neighborly manner. 
Suggestive statements rather than 
mandatory ones are utilized in the 
announcements. 

Newspaper advertising concerning 
the program is used locally, and tied 
up with direct mail to prospects call- 
ing attention to the program. The 
association’s distinctive red, white 
and blue emblem is displayed in ad- 
vertising, and prominently shown in 
window exhibits of member dealers. 

Presenting the series are WFAA, 
Dallas, KPRC, Houston, and WOAI, 
San Antonio, of the Texas Quality 
Group, KVOO, Tulsa, and WKY, 
Oklahoma City. 

The series has received praise 
from the Federal Housing Adminis- 


tration. It is heard from 9:30 to 10 
p. m. each Friday. Erle Racey Ad- 
vertising Agency, Dallas, prepares 
the scripts and handles the ac- 
count. 


‘‘Parents’’ Child Welfare 
Conference Draws Throng 


More than 1,000 people, including 
representatives of child welfare agen- 
cies, attended the National Confer- 
ence on the 1935 Needs of Children, 
held last weekend in the Pennsyl- 
vania Hotel, New York, under aus- 
pices of The Parents’ Magazine. 

Leaders in welfare, relief, and edu- 
cation were speakers. Grace Ab- 
bott, retiring chief of the U. S. Chil- 
dren’s Bureau, was awarded the 
magazine’s 1935 medal for outstand- 
ing service for children. The red 


and blue NBC coast-to-coast net- 
works broadcast the principal 
speeches and the awarding of the 
medal. 


Auto Industry Leader, 
John R. Lee, Is Dead 


John R. Lee, 58, executive vice- 
president of the Fargo division of the 
Chrysler Corporation, and long a 
leader in the automobile industry, 
died Jan. 6. Funeral services were 
held Jan. 9 from his home in Elma, 
N. Y. 

Mr. Lee had been in charge of na- 
tional fleet sales for the Chrysler 
Corporation. Formerly he had been 
associated with the Ford Motor Com- 
pany, Wills-Ste. Clair Company, Inc., 
and Dodge Brothers Corporation. He 
is survived by his widow, Jessie D. 
Lee. 


lo caplwale men. 


ERTAINLY she wants to control those curves. BUT NOT NOW! Right 
now she’s hanging curtains, wot thinking of her figure. She’s in a home- 
making, not a romantic, mood. 


Moral: Magazine advertisements for style merchandise—powders, creams, 
foundation garments, clothes—get only half a chance when they appear in 
old-style magazines opposite editorial matter that puts the reader in a com- 
peting mood. One magazine has turned this merchandising truth to the ad- 


If 


ADVERTISERS WHO 
DEPEND ON DIRECT RESULTS 
DOUBLE THEIR SPACE 
IN McCALL’S 


Seed and Nursery advertising is placed 
solely on the basis of results received in 


MINERS STATE CASE 


for the Other Fellow 


of Minnesota 


Large-size advertisement which ap- 

peared in Twin City newspapers at 

the turn of the year to tell how 

mining operators distribute their 
gross income. 


NBC Establishes Time 
Sales Record in 1934 


During the past year, National 
Broadcasting Company's gross sales 
revenue totalled $28,062,885, exceed- 
ing 1932, its biggest year, by 
$1,500,000, figures just announced 
show. The 1932 figure was $26,- 
504,891, and the 1933 figure was 
$21,452,732. 

The month of December, 1934, 
topped December, 1933, by $482,169, 
and was the best month in NBC 
history with the exception of March, 
1932. The total for December was 


$2,806,736, and the March, 1932, 
total was $2,864,783. 

Gross revenue figures of NBC 
during its eight-year life are: 1927, 
$3,760,010; 1928, $8,780,333; 1929, 
$14,310,382; 1930, $20,088,887; 1931, 
$25,607,041; 1932, $26,504,891; 1933, 


$21,452,732; and 1934, $28,062,885. 


Appoint Ralph Shaw 


Ralph M. Shaw, Jr., has been 
made advertising manager of the 
United States Pipe & Foundry Com- 
pany, Burlington, N. J., succeeding 
Sidney E. Linderman, now in charge 


of the company’s sales office at 
Washington, D. C. Mr. Shaw was 
formerly editor of the company’s 
house organ, “The Piper.” 


direct orders. 

Significant of the home interest of 
McCall readers, and the ability of 
McCall’s related advertising and edito- 


vertiser’s advantage: McCall’s. 


McCall’s actually is three magazines in one: 


Put your advertisement for foundation garments, cosmetics, clothes and 


rial appeal to move readers to action is | 
) other beauty items in McCall’s Style & Beauty Section and you will find the the big increase in linage from these 3,396,309 
, , : isers. 
editorial material matches her mood instead of competing for her attention. ee watnidien 
; oa : Seed and Nursery Advertisi 
Put your advertisement for foods, drugs, house furnishings, child needs, in agen yes PROSPECTS 
; iti hak : Feb. 1934 Feb.1935 YQ% Increase 7 of which 1,626,208 
McCall’s Homemaking and you match it with editorial material that actually 288 lines 793 lines 175% vl proouctss } are adults, | ‘The 
creates interest in these things. Mar. 1934 Mar. 1935 % Increase aagrog ER 
a P 279 lines 638 lines 129% and economical system for c 
Put your travel advertising, books, automobiles and other pleasure mer- Home Economics field thoroughly. 
chandise in McCall’s Fiction @ News and you talk to the reader at that me @ HOMEMAKERS EDUCATIONALSERVICE 
: ‘ ‘ ‘ ‘. AF Gerald B. Wadsworth, Director 
favorable moment when she is looking for diversion, relaxation, pleasure. 1934 LINAGE LEADERS Freeport New York 


During the twelve months of 1934 
McCall’s led the women’s field in adver- 
tising linage in four months—Ladies’ 
Home Journal led in four—Woman’s 
Home Companion and Good Housekeep- 
ing in two each—Delineator and Pic- 


———— 


ANUFACTURERS who 
are looking for action on 
the Federal Housing Act, look 
to the plumbing and heating in- 
dustry. Plumbing and heating 


It works! For over two years now, McCall’s New Triple Magazine has been 

proving its success to buyers of space who measure results in dollars and cents. 

To make your advertisement pay better, to reach 2,300,000 people at a 
favorable time and place, put your story in McCall’s. 


en torial Review in none.* contractors are now the central 
*Source: Publishers’ Information Bureau force around which modernizing 
and remodeling is moving. 
- ‘ ~ iia - o é Now is the time to go before 
= eee with — story, 
: ree af i cause they are alive to the new 
aah MSCall’s STYLE & BEAUTY 2ND PLACE IN LINAGE business possibilities. They are 


being called upon daily to fur- 
nish new equipment, and whether 
or not that equipment is yours, 
depends upon the direction and 
force of your own efforts. Reach 
these key contractors through 
DOMESTIC ENGINEERING. 


GAIN OVER 1933 


Next to Good Housekeeping, McCall’s 
showed the greatest linage increase for 
the year 1934 over 1933 of any woman’s 


BEAUTY AIDS - COSMETICS - PERFUMES 
HOSIERY_-, UNDERWEAR - CLOTHES 


magazine. 
OOD ~ DRUGS - ELECTRICAL EQUIPMENT 
ahuheaes vats : naweenemenennees DOMESTIC ENGINEERING 
1933 1934 Change 1900 Prairie Avenue, Chicago, Ill. 
McCall’s 482,699 526,299 +43,600 
MCCall’s FICTION & NEWS Del. 310,581 288,032 — 22,549 
TRAVEL CIGARETTES - CAMERAS G. H. 457,944 525,534 +67,590 
AUTOMOBILES; BOOKS - INSURANCE L.H.J. 520,664 542,767 +22,103 
P. RR: 177,898 173,187 — 4,711 
W.H.C. 470,859 505,102 +34,243 
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To Lord & Thomas 


Nestle’s Milk Products, Inc., has 
appointed Lord & Thomas, New York, 
as its advertising agents to handle 
Nestle’s milk, Nestle’s Food, Hylac 
and Lactogen brands. 


Ziegler to Distillers 


V. C. Zeigler, staff assistant to the 
director of sales, Dodge Brothers Cor- 
poration, has resigned to become as- 
sociated with Hiram Walker & Sons, 
Inc., distillers, in a similar capacity. 


Fort Peck Dam 


Cross-section 
of construction 


The $86,000,000 Fort Peck Dam 
in Montana is a cross-section of 
the construction industry. It is 
a graphic example of what sales 
managers are up against in 
locating and contacting the many 
buying influences scattered here 
and there among Army engi- 
neers, private engineering or- 
ganizations and contracting com- 
panies. 


A new town with modern ser- 
vices and conveniences goes up 
to house engineers, contractors 
and day labor forces. 


Then come __ transportation, 
highways, power, communica- 
tion, reservoirs, tunnels, spill- 


ways, floating plant and the dam 
itself. 


In over a year $50,000,000 has 
been allotted for construction 
work on this job to engineers 
and contractors located in Ore- 
gon, California, Texas, Pennsyl- 
vania, New York and other 
states. 


And while in some cases it’s the 
man in the home office, in other 
cases it’s the man in the field 
who is the determining factor in 
what equipment and whose ma- 
terials to buy. 


How difficult, therefore, for the 
sales managers to do a good job 
of covering both, with salesmen, 
when the buying factors are so 
widely separated. 


The problem of selling to the 
Fort Peck Dam job is typical of 
the day-in-and day-out selling 
problem of the manufacturer in 
the construction field. 


Job after job of this type, even 
though some are of smaller mag- 
nitude, indicates how important 
a part advertising plays in ap- 
pealing to the buying factors in 
the far flung construction in- 
dustry. It is a two-edged tool 
that shortens distance and time 
for buyer and for seller. It 
enables the buyer, wherever he 
is, to make his needs known 
quickly. It enables the seller to 
offer his services at the point of 
sale. 


The publications that bring 
these two together for mutual 
benefit are the places to keep 
advertising working on a non- 
stop schedule. Are your prod- 
ucts advertised adequately in— 


(ENGINEERING 


NEWS-RECORD — 


“CONSTRUCTION: 
- METHODS | 


McGraw-Hill 


Publications 


INTRODUCE NEW 
COPELAND BILL 
INTO CONGRESS 


(Continued from Page 1, Col. 5) 
merce “a drug represented to have 
any therapeutic effect in the treat- 
ment of cancer, tuberculosis, vene- 
real diseases, heart and vascular 
disease, as well as any other dis- 
eases which may be added to this 
list by regulations as provided.” 

Chapter VII places authority to 
make such regulations in the hands 
of the Secretary of Agriculture and 
the Secretary of the Treasury, the 
latter’s jurisdiction being limited to 
imported foods, drugs and cosmet- 
ics. 


Makeup of Committee 


Court review is permitted and re- 
straint of enforcement of regulations 
thus made possible if “it is shown 
that the regulation is unreasonable, 
arbitrary, or capricious, or not in 
accordance with law, and that the 
petitioner will suffer substantial 
damage by reason of its enforce- 
ment.” 

The proposed Committee on Pub- 
lic Health is to consist of five mem- 
bers appointed by the President, 


while the Committee on Food 
Standards will consist of seven 
members. Both will cooperate with 


the Secretary of Agriculture. The 
personnel of the Committee on Food 
Standards will include three repre- 
sentatives of the public, two from 
the food industry, and two from the 
Food and Drug Administration. All 
but the latter are appointed by the 
President. 

Senate Bill No. 5 looks forward 
to every possible contingency. It 
provides, for instance, that should 
a court declare any regulations in- 
valid, the Secretary may substitute 
temporary rules consistent with the 
court’s decision, these to go into 
effect as the Secretary elects, with- 
out hearing or notice. New regula- 
tions are then to be promulgated as 
the temporary ones expire within a 
period to be no longer than 180 
days. 


Publishers Protected 


While the Secretary may name 
committees from the various indus- 
tries concerned, and also from the 
advertising field, and ask their rec- 
ommendations, none of these com- 
mittees may restrict the powers of 
the Secretary. 

Among prohibited acts in Chapter 
VII are: 

“Introduction into interstate com- 
merce of any food, drug or cosmetic 
that is adulterated or misbranded. 


“Dissemination of any false ad- 
vertisement by radio _ broadcast, 
United States mails, or in interstate 
commerce for the purpose of in- 
ducing, directly or indirectly, the 
purchase of food, drugs or cosmet- 
ics.” 

The publisher or radio station 
disseminating false advertising is 
not to be considered as having vio- 
lated the proscription, liability rest- 
ing exclusively upon the advertiser. 

However, the cooperation of the 
medium is sought through this pro- 
vision: 


Penalties for Refusal 


“Any publisher, radio-broadcast 
licensee, or other agency or medium 
for the dissemination of advertising, 
who, on reasonable request of an 
officer or employe duly designated 
by the Secretary, willfully refuses 
to furnish the name and post-office 
address of the person who caused 
him to disseminate any advertise- 
ment; or who disseminates any false 
advertisement where the dissemina- 
tion thereof has been caused by a 
person residing in a foreign coun- 
try, and does not establish a guar- 
antee or undertaking signed by a 
manufacturer, packer, distributor, 
or seller of the article advertised, 
residing in the United States, to the 
effect that such person assumes full 
responsibility of such advertise- 
ment” is declared to be guilty and 
subject to the prescribed penalties. 


The bill authorizes the Secretary 
of Agriculture to give publicity to 
information regarding foods, drugs 
or cosmetics, as an aid to public 
health or for the broad protection of 
the consumer. Finally, it places the 
maximum number of seizures at 
three in cases of misbranding. There 
is no limit in cases of adulteration. 


EXTRAORDINARY 
SEIZURE POWER 
FOUND IN BILL 


New York, Jan. 10.—‘A drug is 
made liable to a charge of adul- 
teration, and consequently, to mul- 
tiple seizures, on account of its ad- 
vertising.” 

This is one of the alarming 
provisions of Senate Bill No. 5, 
sponsored by Senator R. S. Copeland, 
in the opinion of James F. Hoge, 
legal adviser of the Proprietary As- 
sociation. Mr. Hoge bases. this 
statement on Section 40la, which 
reads: 

“A drug shall be deemed to be 
adulterated if it is dangerous to 
health under the conditions of use 
prescribed in the labeling or adver- 
tising thereof.” 

“Obviously,” commented Mr. Hoge, 
“by the wording of the section, the 
offense is wholly a matter of label- 
ing. Labeling is a matter of brand- 
ing. If a drug is dangerous to health 
under the conditions of use pre- 
scribed in the labeling, its danger 
may be removed by changing the 
labeling. 

“The importance of this is, and 
always has been, that multiple seiz- 
ures should not apply to misbrand- 
ing, which involves matters of opin- 
ion, thought, fancy and taste. An 
article that is adulterated should be 
seized. In most cases, adulteration 
can be definitely determined. 


Difference of Views 


“With labeling, however, one per- 
son’s view of what amounts to mis- 
branding often differs from  an- 
other’s. Under this provision, there- 
fore, a drug that is neither adul- 
terated nor misbranded may be 
made the subject of multiple seiz- 
ures because of exception taken by 
the Secretary, or his subordinates, 
to the advertising of the product. 

“In the event the Secretary de- 
termines that a drug, in his opinion, 
is dangerous to health because of 
the conditions of use prescribed in 
the labeling or in the advertising, 
he is at liberty to make as many 
seizures as he desires.” 

Mr. Hoge said there should be a 
definite limitation upon this extraor- 
dinary power to be exercised by a 
bureau chief. 

The new bill, if passed, will force 
drug manufacturers to disclose their 
formulas, according to this analyst. 
The provision for such disclosure, 
he said, is contained in a section 
defining a drug to be misbranded 
when its label fails to bear: 

“—in case it is fabricated from 
two or more ingredients, the names 
and quantity or proportion of each 
active ingredient.” 


Print with Scented Ink 


Scented ink was used in printing 
the Christmas edition of the Eagle 
River, Wis., Vilas County News Re- 
view, weekly newspaper. Tru-Pine, 
created by W. J. Frykolm, Eagle 
River, who specializes in scents typi- 
cal of the north woods, was used. 


Transfer Palmer 


N. V. Palmer has been transferred 
from the Searchlight department of 
McGraw-Hill Publishing Company, 
New York, to the position of Eastern 
advertising representative of Electri- 
cal Contracting and Electrical Whole- 
saling. 


Elect R. G. Stone 


Robert G. Stone of Hayden, Stone 
& Co., Boston banking house, has 
been elected chairman of the board 
of the Eastern Steamship Lines, 
Inc., Boston, to fill the vacancy 
caused by the death of George 
Hawley. 


Classified 
Advertising 


The rate for this department is 40 
cents a line (not agate line); mini- 
mum, $2. 


Advertising 
Account Executive 

Small agency of recognized ability 
and good record seeks to augment its 
staff with an able executive ... an 
account getter and holder. We think 
this is an opportunity for the right 
man who would like to be associated 
with congenial people and surround- 
ings. Strictest confidence observed. 
Box 531, ADVERTISING AGE, New York. 


SALESMEN WANTED 

Men, or women, with successful 
records in business paper circulation 
work can make profitable connection 
with high class publication for rep- 
resentation in Boston, New York, 
Minneapolis, St. Louis, Milwaukee, 
Baltimore. Give references and ex- 


perience in application. Address 
Box 650, ApvERTISING AGE, Chicago. 


POSITIONS WANTED 
Copywriter for high grade mer- 
chandise, wholesale-retail, preferably 
smaller advertiser appreciating per- 
sonal service. Box 530, ADVERTISING 
Acre, New York. 


Does a rich background and a ma- 
ture intelligence in all phases of copy 
production, business paper editorship 
and advertising management interest 
you? Any aggressive agency, pub- 
lisher or distributor can buy it on 
a reasonable weekly basis. Box 532, 
ADVERTISING AGE, Chicago. 


Represents Magazines 

Don Harway will continue to rep- 
resent Photoplay Magazine and Sha- 
doplay Magazine on the Pacific coast, 
with headquarters in San Francisco, 
under the new ownership. 


To a pemand 


rs of BUILDING SU 


0 INFLATED PRICES 


$3 buys you choice room at New York’s 


famous Hotel Lexington 


You pay no premium to enjoy the full comfort and lux- 
ury of the famous Hotel Lexington. Pleasant, airy rooms, 
Both tub and shower baths. Circulating ice water. Full- 
length mirror. Bedside and dresser lamps. Radio. Unex- 
celled service and courtesy, four popular-priced restau- 
rants (Little Jack Little and his orchestra play nightly 
in the famous Silver Grill) and the handiest location in 
New York...Only 3 blocks from Grand Central Station. 

Single rooms as low as $3 a day, and double rooms 


$4 and up. 


HOTEL LEXINGTON 


48th STREET AT LEXINGTON AVE., NEW YORK CITY 
Charles E. Rochester, Manager 


Directed by National Hotel Management Co., Inc. Ralph Hitz, President. Hotels 
Book-Cadillac, Detroit; Netherland Plaza, Cincinnati; Adolphus, Dallas; 
Van Cleve, Dayton 


152 AGENCIES 


Agency men (and women), publishers’ representa- 


tives, publishers, printers, engravers and typog- 
raphers are finding that the Hotel Winthrop has 
large pleasant rooms, an atmosphere of peace, 
and a staff that really enjoys making guests happy. 


DAILY RATES FOR ADVERTISING MEN FROM $3 Single... 
$4 Double. SUITES FROM $5 Daily OR $115 by the Month 


HOTEL WINTHROP 


47th Street and Lexington Avenue - New York City 
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NEW WESTCLOX ENTRY 


, 
a 


4 A® 


Es i 
Western Clock Company has just 


introduced this new Pickwick model, 
which has a molded Bakelite case. 


Wadman Resigns 


Rex W. Wadman has resigned as 
general manager of Motorship and 
Diesel Power, effective Feb. 15. Early 
in March he will head up a new pub- 
lishing organization in New York 
which will specialize in Diesel pub- 
lications. 


BREWERS 
JOURNAL 


WESTERN BREWER 


Read by brewery 
executives, master 


brewers, brewery ar- 


chitects and engineers 


— wherever beer is 


brewed. 
Since 1876 


f It is truly a | 
HAPPY NEW YEAR 
for us—for our January issue 
has several new accounts —- 
and many of the regulars are 
using larger space. 


® But—one of the best pieces 
of news was the following 
that came to us from an 
eastern agency executive. 


“It gives me great pleasure 
to inform you that our 
1935 schedule includes 12 
full pages for Brewers 
Journal-Western Brewer. I 
have been watching the 
progress made by your 
magazine and I feel that it 
merits such a schedule.” 
® And—the head of a Cleve- 
land brewery wrote: 
“I have read many good, 
bad and indifferent editor- 
ials but the one in your 
December issue entitled 
‘Behind the Scenes With 
an Editor’ deserves special 
commendation. After read- 
ing your journal for sev- 
eral months I have decided 
that it should be placed on 
a very high pinnacle.” 
@ All of which only makes 
us reiterate that EDITORIAL 
LEADERSHIP and ADVER. 
TISING PRESTIGE are 
earned by merit rather than 
because of mere wordy 
claims. 


LARGER BUYING 
POWER SEEN AT 
N.Y. AUTO SHOW 


(Continued from Page 1, Col. 2) 
voted to specifications by practic- 
elly all car manufacturers made it 
difficult for trade observers to dis- 
tinguish the battle lines. Several 
manufacturers summarized the de- 
scription of components with a 
claim for safe and comfortable rid- 
ing. 

Another feature of this year’s 
copy was the inclusion of dealers’ 
signatures, which was owing to the 
fact that the show is under their 
sponsorship for the first time. The 
circumstance made it possible for 
Ford to retreat gracefully from his 
place in the vanguard of the army 
of rugged individualists. For the 
first time in many years the Ford 
car was represented in the show. 
New slogans and catch phrases 
included Oldsmobile’s, “The Car 
That Has Everything.” The same 
Muse stopped long enough at the 
Buick agency to inspire, “Depend- 
ability—Many Claim It but Buick 
Has It.” 

The comfort and convenience of 
electrical gear shifting was praised 
by both Hudson and Reo. Dodge 
copy featured a value test. Before 
the price of the new model was 
announced 175 “value experts” were 
asked to appraise it. Every one of 
them guessed too high, the copy 
states. 

Advancements in streamlining 
were frequently mentioned but the 
controversy as to the best design 
was not so bitter as last year’s. 
General Motor’s institutional adver- 
tising reaffirmed the opinion ex- 
pressed last year as follows: 
“General Motors designs will ex- 
press that combination of good taste 
and utility which it is believed will 
meet the general current wish for 
streamlining refined to beauty. 
“The popular belief is, that there 
is a distinct saving in the operating 
cost of a motor car embodying cer- 
tain aerodynamic features. 


Style Most Important 


“The broadest possible gain that 
can be expected is a somewhat 
higher top speed, or perhaps at top 
speed an inconsequential saving in 
fuel, all other circumstances being 
the same. 

“Except for a negligible part of 
motor car travel the contribution of 
streamlining is definitely limited to 
the question of styling.” 

Timken’s full-page copy listing 
the cars which are Timken-equipped 
was conspicuous among the adver- 
tisements of parts and accessory 
manufacturers. American Tire Guard 
Company, one of the numerous new 
advertisers of accessories, featured 
the endorsement of Ralph de Palma. 
The product is an extra metal wheel 
which contacts the road when the 
tire is deflated, enabling the driver 
to control the car and to travel to 
the next service station without a 
tire change. 

For the first time this year show 
authorities permitted research or- 
ganizations to station investigators 
in the aisles to question show visi- 
tors. All sorts of difficulties were 
encountered by the investigators 
until the show management issued 


gators were then able to distinguish 
between show visitors and _ the 


poses. 


Join Stoddard Sampson 


an order to the check room forbid- 
ding the checking of hats. Investi- 


hundreds on hand for business pur- 


John C. Hurd and James C. 


Earnings of 
Advertisers 


Total sales by Armour & Co. for 
the fiscal year ended Oct. 27 
amounted to $564,000,000, as com- 
pared with $452,000,000 in 1933, an 
increase of over 24 per cent, the com- 
pany announced this week. The in- 
crease in tonnage of products sold 
amounted to seven per cent, as com- 
pared with the previous period. 
Consolidated net profit, before 
guaranteed dividends on the pre- 
ferred stock of Armour & Co. of Dela- 
ware, amounted to $10,560,000 as 
compared with $8,121,000 in the pre- 
vious year, a gain of 30 per cent. 


Domestic orders of $17,291,100 for 
1934 are reported by the National 
Cash Register Company, a gain of 
33.9 per cent over the 1933 total. 
Domestic orders during December 
totaled $1,268,775, a gain of 27.8 per 
cent as compared with December, 
1933. 
vvwy 

Net loss of $25,735 for the year 
ended Nov. 3 is reported by B. Kup- 
penheimer & Co., Inc., as compared 
with a net loss of $221,121 for the 


year ended Oct. 28, 1933, and a net 
loss of $776,979 in the 1932 fiscal 
year. 

ve¥+sepeegy’ 

Lee Rubber and Tire Corporation 
reports a net income of $326,870 for 
the twelve months ended Oct. 31, as 
compared with $260,607 in the pre- 
vious twelve months. 

= we + 

Net loss of $150,026 is reported by 
the Nashua Manufacturing Company 
for the twelve months ended Oct. 31, 
as compared with net income of 
$268,217 in the previous twelve 
months. 

i Ve 

The financial report of R. J. Rey- 
nolds Tebacco Company, for the year 
ended Dec. 31, shows net earnings of 
$21,536,894, after deducting taxes, de- 
preciation, and all charges, compared 
with $21,153,721 for 1933. 

~~ vt? 

That total income of the three 
Travelers Insurance companies dur- 
ing 1934 was $210,361,000, of which 
amount $173,862,000 came from pre- 
miums on policies sold and continued 
during the year, is shown by prelim- 
inary figures. Total income in 1934 
represented an increase of $21,027,000 
over 1933, and was only three per 
cent less than that of 1930, when the 
companies received their greatest in- 
come. In 1934, there was an increase 


over 1933 of $14,446,000 from paid 
premiums. 

During 1934, new life insurance 
paid for totaled more than $577,000,- 
000, an increase of 27 per cent over 
1933. 


Chicago Club 


Names Committees 


Richard J. Thain, Carson, Pirie, 
Scott & Co., was installed as presi- 
dent of the Chicago Federated Adver- 
tising Club at a luncheon at the Ho- 
tel La Salle Jan. 10. W. Frank Mc- 
Clure, Carroll Dean Murphy, Inc., the 
outgoing president, was presented 
with a scroll commemorating his 
work in founding the club. 

Chairmen of committees were 
named as follows: 

House, H. R. Van Gunten, Lord & 
Thomas; finance, John D. Ames, Chi- 
cago Journal of Commerce; voca- 
tional, Paul I. Aldrich, The National 
Provisioner; program, Mr. McClure; 
publication, W. I. Brockson, Commer- 
cial Advertising Agency; little jour- 
neys, Keith J. Evans, Jos. T. Ryer- 
son & Son; publicity, Glenn Hayes, 
Hayes, Loeb & Co.; 

Exhibits, W. L. Stensgaard; legis- 
lative, Wlather Buchen, the Buchen 
Company; membership, Joseph M. 
Kraus, A. Stein & Co.; Keep Chica- 
go Ahead, Homer J. Buckley, Buck 
ley, Dement & Co.; conventions, W. 
J. Hennessy, Chicago Association of 
Commerce; reception, Peggy Chase, 
Kier Letter Company. 


If You Read 
OCTAVUS ROY COHEN 


sketch. 


merce, Edward A. 


contributors. 


F you read Octavus Roy Cohen, look up his 
I newest Jim Hanvey story in the January 
ProcressivE F'arMer .... and his biographical 
(Did you know Cohen was educated 


at a Southern agricultural college . . . . and 
was a civil engineer two years, a lawyer two 
years, and a reporter two years before taking 
up writing as a life work?) 


Names of great distinction are fownd 
regularly among the contributors to Pro- 
gressive Farmer. In our January issue, fiction 
by Cohen; verse by Grace Noll Crowell; a 
message to boys from Meredith Nicholson; a 
cover page masterpiece of rural art by Carl 
Wuermer. In February, fiction by Ben Ames 
Williams; a feature article by Roark Brad- 
ford; special articles by President Henry I. 
Harriman of United States Chamber of Com- 


Filene, President E. A. 


O’Neal of American Farm Bureau, Senator 
J. W. Bailey, and other nationally famous 


OCTAVUS ROY COHEN 

“‘I hope your readers will not be 
too much annoyed by it,”’ wrote 
Mr. Cohen in sending this photo 
to the Progressive Farmer. 


Fletcher have joined the Stoddard 
Sampson Company, Boston advertis- 
ing agency. Mr. Hurd had been a 
partner in Dickie-Raymond, Boston 
direct mail advertising firm, since 


® More advertising — More 
advertisers than any other 
publication in the brewing 


PROGRESSIVE FARMER 


industry. 1926, and was previously advertis- BenasEvasAn RALEIGH MEMPHIS DALLAS 
jw — oo, Rn gaol 250 Park Ave., NEW YORK Edward S. Townsend, SAN FRANCISCO Daily News Bldg., CHICAGO 
orrs , 
Brewers Journal—Westerm Brewer 


merchants. Mr. Fletcher had been 
associated with William  Filene 
Son’s Company, and Jordan Marsh 
Company, Boston department stores. 


H. S. Rich & Co. 


The South’s Leading Farm-and-Home Magazine 
431 S. Dearborn Street—Chicago 


. 4 ¢ . ‘ . ae 
, _ a 
—A— ee = & 
ene LS A SA 5 
i Ss 
| | | | : 
i = ~ at % 
Ge ee ea 
Pe , bo 
ee ie an ee ed 
ae | Po 
¢ : peas 
a yyiet : 
Mice | <o% a 
ao ft A J 
: od 
E i 
0 hy § | 
/ ; tae - 
: Hy ses ee 
yar LiStee ane 
: MS ac . aa —— 
oh. a _ a 
Br 
ae 
“ 
BS os 
Neo 
Poy 
aber 
| apie 
Ei ay 
Fa __________ es 
oF i 
fe het 
a 
mee 
' ' 
SSeS???“ 55 CC ee a Sams Povgty 
——— = =e 
aia 
es 
at Sat 
‘ oo 
a _____ os 
t - ‘i 
ve eg | en 
te le Tiel 
Ce ‘ . 
re ee Zz be Fs. 
tay Le % " . 

’ Las 
eo ee ar 
ia Be) Ce 
ee ge oe 

- —— ia a | sae 
| _—- 
: a Ee : 
ae ‘ Zs a m5 
é — : 
eae — ie 
a —— nn 
. Side a d 7 ae 
| i yey a, : 
i nn nnn eee aera Unrest EEE eT veh ie 
| —_—_—$——__———— — —————————————--m TmATANTNALUTrUVVT°O-O-™-"™- —" Haren “f ea, be 
. — aN ae ues 
; fa o 5e ee eee 
ee : ted eat f ae 
or ie a ee cee 
| oe ee 3 wie vege ge 2 
ni a punter: 4 fred: 
rea ena LY : See ea! 
5 ats 
* —— 
te 
Peesicy 
‘ ae 
i 
ee 
we 
oe 
ple 
| bee 
; st 
| | fee 
nas 
| | : 
| on ae 
ne es 
| si 
- 
hige 
aca 
Mara ta. 
o | 2 
Grr 
| Mi 
| . 
a 
. , 
7 2 = J - i : ee aed Ry Jak Fg ie Mea ae Pes on eee oS Sa Aes pa Maen e. 7 , oe : oo 
Rela ey ee ee ane PI er bo rey nee ee PO anne eR, egg i a eee SO. ge ae etme 2 Sore eS) abe 8 
re ee i ce Sm Ns ire ae rere ergy BS ta SEE Her Eire eR DCA 1 ia 9 Gab epee Se awe iets CO, segs sda S. ie ede ta, ca ent en mR eC ecyr eee eS Cees Pens She Ge 
IE ES IE I II RRR PTs 2G RIE a al Aa! OEP RE eC SIE te rN RR EAP A oR 
is mae ELE - ‘ Rie tee aoe ee iste SP nae TR gt RSs A eran NCE Wine ist Pay a ied“ ta eye oe eens : eid) teeth cee eee eae pata ene Sea eS ee < Re eee ca 1? Sp BIE exigent i PS ce eee ee eee * at ac eh ihe ea eile a oT, 
cr a Jee ea 9 i a ites ae Ree Lora iacesy hes atte apes Tae Pe NS gh Ns nd £ ae eM 2 Penk eae ie a 4a . hate OEE: ae ae Bae in a . Fa: ‘ 2 ae = see oa Pte 
aa ae ie Th ete aa el. ee, Ee eee eo EO pe el ae ee ate Parte Vee oy, Ba eg a gt ees is be eet, a Oe Se, Tea a a 7 UY aaa “i We ane Tee gee” i aac os Paes Ss | th fan ae oe. 1s a a Be Y Bs: - oe cn a a - 4 hs ee Mase ad Ps if ave 


ADVERTISING AGE January 12, 1935 


BROADCAST REVIEW OF 


SIX CLIMALENE 
OFFERS PRODUCE 
119,000 SALES 


New York, January 12.—Since Sep- 
tember 5, 1933, when The Climalene 
Company first used NBC network facili- 
ties, it has received ample evidence that 
daytime hours are resultful, economi- 
cal due to the “mass-class” audience of 
housewives. Several weeks after “The 
Climalene Carnival,” currently broad- 
cast over the NBC-WEAF network on 
Thursdays at 11:30-12 Noon (EST), 
went on the air, a free offer was made 
of a full-size package of the product, a 
water softener. Made only once, a total 
of 5,811 requests came in. 


Housewives Want Entertainment 


At the time of this initial offer, the 
program was broadcast twice weekly, 
Tuesdays and Thursdays, Noon to 12:15 
P.M. In the late spring of 1934, the 
Tuesday morning show was dropped 
and the program remained on a once-a- 
week basis—half an hour, from 11:30 to 
Noon. 

“The Climalene Carnival” has been 
described as a “morning show with eve- 
ning quality.” Its appeal as daytime 
radio entertainment is a compliment to 
Edward T. Caswall, advertising man- 
ager, who firmly believes that house- 
wives want to be entertained by a 
sprightly program while engaged in 
their many household tasks. Sales come 
easier, as a result. 

From February 20, through March 
8, 1934, six announcements produced 
59,500 requests for a well-known dish- 
cloth. In order to secure the kitchen aid, 
the housewife bought two boxes of the 
small-size package (or one of the large- 
size) and returned the box fronts. Thus 
six announcements produced 119,000 
sales of the product. 


Merchandising the Program 


The Climalene Company doesn’t per- 
mit the potential customer to forget 
about its program. The lady of the 
house who spends a lot of time each 
day in the kitchen, is reminded to tune 
in the Thursday morning broadcasts 
when she reads the Climalene magazine 
or newspaper advertisements. Grocers 
and wholesalers cooperate with direct 
mail campaigns; window stickers and 
counter displays. help to complete the 
selling chain; tie-ups with appliance 
dealers are made. For instance, during 
one month over 100,000 pamphlets about 
the broadcast were distributed by 2,000 
exclusive dealers of one appliance 
manufacturer. 

Do housewives really listen to the 
radio during crowded, busy, “at-home” 
hours? One hundred and nineteen thou- 
sand packages of Climalene have thor- 
oughly convinced Mr. Caswall that 
they do. Almost sixty thousand women 
wanted a dishcloth, wanted a water 
softener to make their kitchen chores 
lighter. 

Let NBC give you the complete story 
of these golden hours for advertising. 
Let NBC show you the available time, 
present program and talent ideas that 
will entertain and sell the housewife. 
NBC will gladly assist in working out a 
merchandising tie-in for your product. 
Ask for proof that under the influence 
of good daytime programs you can move 
your product into America’s homes. 


NERVE-CENTER AT NBC 
A section of the main control desk of the National Broadcasting 
Company's headquarters in Radio City. The lights represent the 
different studios and the stations on the coast-to-coast networks, 


which the operator controls. 


(Advertisement) 


SINGER OF BLUES 


Your wife has doubtless heard the voice 
of the brunette Gale Page, sweet singer 
of songs, on “The Climalene Carnival’. 


ONWARD—WEBER CITY! 


When Amos (left), Freeman F. Gosden, 'n’ Andy, Charles 
J. Correll (right), returned from their first vacation in six 
years, they stepped right into the middle of a building 
boom! The boys are the guiding spirits behind Weber City, 
a mythical memorial village. 


VERSATILE M. C. 
Don McNeill, master-of-cer ies on 
“The Climalene Carnival, a sparkling 
Thursday morning broadcast over NBC. 
He is a musician, cartoonist, writer anda 
member of four fraternities. 


GENIAL LEADER 


When Roy Shield stepped from 
movies in (931 to radio, the lat- 
ter entertainment medium won 
a genial musical director and 
a born showman. Roy Shield 
conducts his own lively orches- 
tra on “The Climalene Carnival’ 


FIT AS A FIDDLE 
Here are the King’s Jesters getting in a bit of exercise before “The 
Climalene Carnival’ goes on the air. From left to right: George Howard, 
John Ravenscroft, Francis Bastow and Ray McDermott. 


\ 


WHICH FORM OF ADVERTISING DO DEALERS PREFER? 


This basic question has been definitely and conclusively answered by druggists, grocers 
and gasoline dealers in NBC's recently published book—“The Butcher, The Baker, 
The Candlestick-Maker”’. A sweeping endorsement (if there ever was one!) was given 
to broadcast advertising by these three retail groups. The average dealer, regardless of 
personal preferences, will unconsciously vote for that form of advertising which he knows 
keeps his cash register opening and closing, that actually moves goods off his shelves. 


MONTH | 


MEET THE MEN WHOSE VOICES ARE KNOWN TO MILLIONS 


Left to right: Alois Havrilla made his professional debut as a singer when only seven; Neel Enslen, a graduate of Ohio University, possesses degrees 
in both piano and voice. He was one of the twelve members of the original American Opera Company; Howard Claney, a Broadway product who 
joined NBC's announcing staff in 1930, rides the hobby horse of art. A native of Pittsburgh, Claney graduated from Carnegie Institute of 
Technology; Ben Grauer prefers extemporaneous announcing. His first professional appearance was on Broadway while still a college student; 


NBC's senior announcer from point of service is Milton Cross, well known for his work with the Metropolitan Opera and symphonic broadcasts. 
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ADVERTISING AGE 
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PHOTOGRAPHIC REVIEW OF THE WEEK 


NEW ADVERTISING REPTILE MAKES APPEARANCE 
Brn ec wet 
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Phillips 66 Ends Slow Starting 
Stalling, Loss of Power 


and ran up upheep? Got the high test guse- 
line, 100% custom-tailored to your weather. 


instantly. Just Phill-up One trial tankhul of Phillips 66 will prove 

the difference im your motor. And that dil- 
7 gasoline delivers summer pep. powe:, and = ference means money in your pocket. be- 
_ mileage ail winter long. Plus the high anti- cause Phillips 66 costs ne more than ondi- 
4 few Werner Oreden Abd Very bnnrving knock of genuine Lead Tetraethyl. nary low test gasoline. 


os fae teh meee TO ee aan (rehome) 69.3"... ANTI-KINOCK narine 70 OCTANE 


Phill-up with Phillips 
for INSTANT STARTING 


This full-page, two-color newspaper advertisement for Phillips Petro- 
leum Company introduces the "traffic turtle," a new kind of reptile 
noted for slow starting, stalling, and loss of power. 


The new Heinz baby, which will play the leading role in promoting 
the company's recently-introduced line of strained foods. It is shown 
here on a counter display. (Story on page 6.) 


CO-OP BEER COPY 


NOTICE... 


To those interested in the 
purchase or sale of BEER! 


The Summit County Beer Association has been formed with the 
underngred as charter members 

Ite purpose @ to establish and promote ethics! stendards in the 
production. sale and dispensation of beer—and by ite cooperative 
functions to grovent solely prose, 

Far dealing encourages honest growth and honest growth is 
‘easential to recovery. Therefore this Association will support the 
Tedersl code established under the R.A. 

Your cooperetion in unJerstanding the farness of the Association's 
regulations wil! help materially in promot: berter business in |935. 


12 ties of beer on ond alter Jemvery 2, 1998 wil be made ot present 
lated Code prices. 


QD "i wins detverion of bow, ole or wine shal by wade on Wednesday 
of each week, with the exception of weeks ie which « hebdey occurs, 
(n whech event Ine hebday a te be the chesed dey—durng the per od 
from January |, (995 te Apel 1, 1995, 


5 Deponts » accordance mth Code requirements of §'.00 per cose or 
Ge per carton wil be required. 


& Me debrwrics ot be mode on oy dabvory doy cher 6 pm 


THE AKRON BREWING CO. 
THE BURKMARDT BREWING CO. 
GEO. J. RENNER BREWING CO. 
AUGUSTINER DISTRIBUTING CO. 
BREWERS WAREHOUSE OF AKRON 
CROCKETT DISTRIBUTING CO. MILWAUKEE BEVERAGE SALES 
DE LUCA DISTRIBUTING CO. NORKA BEVERAGE CO. 
DIAMOND DISTRIBUTING CO. Ww. H. WERT 
0. 8 K DISTRIBUTING CO. WILLIAMS DISTRIBUTING (9, 
FOREST CITY BEVERAGE CO., Ine, WHITELAW CO 
McNASBY OYSTER & FISH CO. 


Akron newspapers recently carried 

this advertisement outlining sale 

and delivery rules of the Summit 
County Beer Association. 


(At Right) 
Two cameras, using ultra-rapid 
shutters and films were snapped 
simultaneously in the dim morning 
light to take this impressive picture 
of the "400" for Chicago and 
Northwestern Railroad Company. 
Kaufmann & Fabry Company, Chi- 
cago, did the ‘ob. 


a 
NOW IT'S UNVEILED 


Can PACKARD really build 
a FINE CAR for ‘98 


ie Tad Res 


PACKARD ANSWER IS AT 


THE AUTO SHOW.. 


<1 0 & 


THE PACKARD 120-'980-'1095 


PACKARD MOTOR CAR COMPANY OF NEW YORK 
” BULLDING BROADWAY AT Gist STREET 


— Messoctawen 


New York newspaper advertise- 

ment for Packard's new 120 series. 

The same idea was used in maga- 
zjne copy. 


CLEVELAND DRUG CHAIN HOLDS UNUSUAL "CAR CARD" SALE 


I “ RL “ka Seltzer 


An unusual tie-up with national advertising in car cards was promoted by Marshall Drug Company, 
Cleveland, with a special sale of products advertised in the cars. Here is a window composed almost 
entirely of car cards featuring drug products. 


TWO CAMERAS WERE NEEDED FOR THIS SHOT 


Sas 


This unusual sales portfolio, "The Story of Marty Swiss," prepared by 
Howard H. Monk Advertising, Rockford, Ill., for Carl Marty & Co., 
Monroe, Wis., is proving exceptionally popular with salesmen. 


NEW REGISTER HAS MODERNISTIC LOOK 


Streamlining and modern styling ideas are exemplified in the new 
“form flow" line of autographic registers now being merchandised 
by Standard Register Company, Dayton, O. 
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SELLOUT 
A short short story 


. ae | Esquire celebrates a happy 
New Year after checking up on 
the sale of its January issue 
and learning that the total is 
in exeess of 215.000 copies. 


2 oe STANDOUT 
fs e: | 9 A short short story 


Br hs. * 


: Esquire’s New Year is also 
prosperous—as witness our / 
second place position in the / 

January lineage rating fe 
of Printers’ Ink. é 


FICTION - SPORTS - HUMOR. 


CLOTHES - ART - CARTOONS 


PRICE FIFTY CENTS 


IN CANADA FIFTY-FIVE CENTS 


ERNEST HEMINGWAY 


MAJ. HOWARD S. REED 


F. SCOTT FITZGERALD 


DEPARTMENT 


JANUARY &f 


ARTICLES 


THEODORE DREISER 
HENRI BARBUSSE 
EZRA POUND 
JAMES M. CAIN 
ISAAC GOLDBERG 
JOHN GUNTHER 
LAWTON MACKALL 


FICTION 


ERSKINE CALDWELL 
WALDO FRANK 
THOMAS BURKE 

MANUEL KOMROFF 
OLIVER LA FARGE 

LANGSTON HUGHES 
LIAM O’FLAHERTY 
L. A. G. STRONG 

KONRAD BERCOVICI 

EDW. L. McKENNA 
GEORGES SURDEZ 

LOUIS PAUL 

NORMAN MATSON 


SPORTS 
HENRY M. ROBINSON 
DICK CULLUM 
CURLY OGDEN 


HUMOR 
ROBERT BUCKNER 
EDW. P. BORDEN 

R. J. B. DENBY 


POETRY 
EDGAR LEE MASTERS 


GILBERT SELDES 
BURTON RASCOE 
SIGMUND SPAETH 
JOHN V. A. WEAVER 
MEYER LEVIN 
A. de SAKHNOFFSKY 


CARTOONS 
JOHN GROTH 
E. SIMMS CAMPBELL 
R. VAN BUREN 
GILBERT BUNDY 
SIDNEY HOFF 
D. McKAY 
RODNEY de SARRO 
HOWARD BAER 
ABNER DEAN 
PAUL WEBB 
EVERETT SHINN 
JAY IRVING 
HARRY WEINERT 
SAM BERMAN 


(COVER) 


INDEX ON PAGE 7 
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